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ndard sizes from 34 x 114” to 
110”. A wide variety of styles 
sizes can be engineered in Tin, 
minum, Lead and Tin-coated 


ite today for your copy of our 
ently printed folder, “Wirz Col- 
ible Metal Tubes.” It contains 


ful tube standards and valuable 
ign data. 


gSTABLISHED 1836 


New York 17, N. Y. 


Chicago 4, Ill. 
50 E. 42nd St. 


Memphis 2, Tenn. Los Angeles 48, Calif. 
80 E. Jackson Bivd. Wurzburg Bros. 435 S. La Cienega Bivd. Roberto Ortiz & Son 
Export Division—751 Drexel Bidg., Philadelphia 6, Pa. 


Collapsible Metal Tubes - Lacquer Linings - Wax Linings - Westite Closures - Soft 
& PALMER STS., CHESTER, PA. Metal Tubing - Household Can Spouts - Applicator Pipes - Compression-injection Molding 


Havana, Cuba 
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MYSORE 
SANDALWOOD OIL 


Since 1913, when the Mysore Department of 
Industries was instituted, the industrial 
and agricultural development of My- 
sore has gone steadily ahead. Plans to 
develop Mysore’s vast resources will con- 
tinue a record of progress that has earned for My- 


sore its proud title of “The model state of India.” 


One of the most famous of Mysore’s many prod- 
ucts is Sandalwood—Santalum Album 
(Linné). Obtained from selected My- 
Genuine 


sore heartwood, Mysore 


Sandalwood Oil, distilled at our 
Linden, N. J., plant, is the chosen standard 


of purest quality by all leading Perfumers. 


“T* Oldefte Effence Piftill*rs’” 


WwW. J. BUSH & CO. 


INCORPORATED 
Essential Oils * Aromatic Chemicals * Natural Floral Products 
WE HAVE MOVED TO OUR NEW OFFICES AT 


19 WEST 44th STREET, NEW YORK 18, N. Y. 


LINDEN, N.J. * 


NATIONAL CITY, CALIFORNIA °* 


@ MUrray Hill 7-5712 


LONDON *« MITCHAM * WIDNES 
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CLOVE BALSAM PERU OPOPONAX 
NUTMEG CELERY PIMENTO 
ORRIS LIQUID, Conc. GERANIOL OLIBANUM 
STYRAX CITRONELLOL SANDALWOOD 
CASCARILLA PATCHOULY 


also LINALOOL CITRAL EUGENOL « RHODINOL 


RESIN LIQUIDS 


OLIBANUM STYRAX 
LABDANUM BALSAM PERU 
OPOPONAX BALSAM TOLU 
ORRIS BENZOIN TONKA 


Essential Oils @ Aromatic Chemicals @ Perfume Materials @ Cola 


6 OFFERING ROSE ABSOLUTE 


Years of continuous quality service— 
suppliers and manufacturers of— 
Essential Oils + Aromatic Materials + Flavg 
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Atona Cant Be Bui in a'Day. 


IT HAS TAKEN YEARS to develop many developing such aromas for many years 


captivating aromas to fit the increasing demand and is in a position to supply proven products 


for perfumery. In order to assist manufacturers in to fit almost any problem. Why don’t you consult with 
shortening the development period of their NAUGATUCK AROMATICS? You'll find a perfect 
new products, NAUGATUCK AROMATICS combination of skill, resources and experience 


has been constantly experimenting and to help you handle your odor problem. 


» SEs 
27 


Write, or call us—soon! 2 
~ 


vommstecsiwae  (& NAUGATUCK © AROMATICS 


commercial uses. DIVISION OF UNITED STATES RUBBER COMPANY Wy 
SOAPOLS—For bar, paste and liquid soaps. Wiss Fourth Avenue, New York 10, N. Y.—701 South La Salle Street, Chicago 5, Ill. + J 
NN Toronto—Montreal fy 
Sole Distributors for: ey 
BRUNO COURT, S. A., GRASSE, FRANCE te. 


SHAMPAROMES—For liquid, cream and paste ee 
~ 
shampoos. 


MODERN BASES—For fine perfumes, colognes, ‘ 
cA — _ ~~ L 


toilet waters, toilet preparations, etc. = ee L— . 
ee ——S ef 5 sy 


CREAMODORS—For all types of creams and lotions. 


MANUFACTURERS OF AROMATIC CHEMICALS—IMPORTERS OF ESSENTIAL OILS 
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Yes, more than 80% of all 
the lemon oil used in the 


United States is Exchange 
Lemon Oil! 


| itis oF = hg toon road 


ee 


This overwhelming endorse- 
ment by the trade is your 
guarantee that Exchange 
Lemon Oil delivers guality... 
quality in the form of superior 
flavor and unmatched clarity 
and uniformity. 


Always specify it by the brand 
name when you order— 
Exchange Oil of Lemon. 

For complete satisfaction, 
accept no other brand. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department, Ontario, Calif. 
Producing Plant: 

Exchange Lemon Products Co., Corona, Calif. 
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Felton Quality Control 
starts right back at 

the prime source. 

That's why discrim- 
inating users consider 
the Felton Essential 

Oils listed here always 


the best dollar values 


offered. 


1951 
November, 
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LET’S GET 


DOWN TO 


Essentials” 


Almond 
Anise 
Bay 
Bergamot 
Birch 
Bois de Rose 
Cananga 
Cassiq 
Cedarleat 
J Cedarwood 
Cherry Laure! 
J Cinnamon 
| Citronella 
Clove 
__] Copaiba 
L] Coriander 
| Eucalyptus 
| Geranium 
| Grapefruit 
L Guaiacwood 


Labdanum 
Lavandin 
Lavender 
Lemon 
Lemongrass 
Limes 

J Orange 

Patchouly 

| Peppermint 


—! Petitgrain 


Pimenta 
| Rosemary 
‘Sage 
Sandalwood 
| Spike 


[ J Spearmins 


Vetivert 


C] Wintergreen 
I Ylang Ylang 
GET IN TOUCH WITH Us NOw FOR LATEST QUOTATIONS: 





The American Perfumer 


Solvay makes it easy for you to give milady » 
exactly the kind of bath crystals she wants... . 
with all these important performance 
features: eye-catching color, delicate scent, 
sparkling beauty, free-flowing and 


water-softening properties. +x. 
That's because Solvay SNOWFLAKE 
CRYSTALS has all the necessary 
requirements to give your bath crystals 
product these sales-making 
advantages! 


SOLVAY SALES DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 


40 Rector Street, New York 6, N. Y. 
BRANCH SALES OFFICES: 

Boston * Charlotte * Chicago ¢ Cincinnati 
Cleveland * Detroit * Houston * New Orleans 
New York * Philadelphia ¢ Pittsburgh 
St. Louis * Syracuse 


FOR BATH CRYSTALS 
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Uniform size and brilliant sparkle 
in each erystal 


Readily absorbs dyes 
Takes perfume easily 
Dissolves instantly 
Softens water promptly and effectively 
Will not change physically or chemically in the package 
Mild and non-irritating to the skin 


Special detergent properties help soap lather better 


$ 


Non-caking 


Low-cost 
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FOR EXPERT HELP 


LL AN ARCHITECT 


in selecting a new perfume, it's just as logical to ask the 


assistance of the best thinking and ability in perfume. 
Here, at hand, is a vast technical experience, a wealth 
of inspiring research discoveries, the finest of perfume 
materials, able creative ingenuity . . . eager to advise 


and serve your perfumer. 


MANUFACTURERS AND CREATORS OF THE FINEST "as 


ce 


aw® 


van Omeringen - haebler, inc. 


Sivisetive 


oR west 57th STREET 


NE W ¥e@8 @. Oy We Ys 





Uy 


- : Ms 5; = . s ee matt 
ROBERT GAIR COMPANY, INC. 155 East 44th st., NEW YORK - TORONTO 


PAPERBOARD , FOLDING CARTONS , SHIPPING CONTAINERS 
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MULTICOLOR CARTONS 


Gairvure multicolor cartons are winning enthusiastic 


acclaim everywhere with dealers, consumers and 


manufacturers. 


These smartly designed multicolor cartons are solving 
packaging problems for many manufacturers who are 


as meticulous about their packaging as they are about 


| their famous products. 


Sales, profits and prestige are increased with the SELL- 
ON-SIGHT appeal of GAIRVURE multicolor cartons, 


* Reg. U. 8. Pat. Of. 


WRITE TODAY FOR SAMPLES. A Gair specialist will gladly supply.information on GAIRVURE multicolor cartons. 


CU VT a Le 
CONTAINERS PROTECT 


FOLDING CARTONS! 


* gainers are so scientifically ¢ 
ed that they offer the utmost PROTECTION aagainst 


y hazards of shipping 


Gair Containers and Ga 

| Qdvertising and selling 
to impulse buying which 
SELF-SERVICE selling 
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The magic, purse-sized perfume flacon still making sales 
history is now joined by a new Richford Creation, also 
destined for fame. 


fy yy, 
LY YyyIOOAn0”"-=—™ 


* *TRADE Manx 


PAT. PENDING 
The one perfect purse container for Lotions, Cream 


Sachets, Liquid Soaps, and Deodorants, etc. 


TOUCH-N-FLO will not leak, yet the contents flow easily 
with a gentle touch to the skin. Unbreakable plas- 
tic bottle and sure-acting dispenser handsomely 


covered with a snug gold metal cap. Contents 10 cc. 


Write for Samples and Prices. 


THE RICHFORD CORPORATION 
251 FOURTH AVENUE NEW YORK 10, N. Y. 
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sells your products 


harmonies non s DaO Creative Perfumery can become a compelling 


and successful factor in your Sales picture. Consult DsO 


180 Varick Street - New York 14,N. Y. 


emageagecenty 
|WXO] DODGE & OLCOTT, INC. 


ATLANTA « BOSTON + CHICAGO « CINCINNATI « DALLAS © LOS ANGELES » PHILADELPHIA + ST LOUIS « SAN FRANCISCO 
ESSENTIAL OILS + AROMATIC CHEMICALS + PERFUME BASES + VANILLA + FLAVOR BASES 
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© 


Your Product will be in good company at the 
Private Brand Division of Avon Products, Inc. 


The good companions will be those well-estab- 
lished brands of fine cosmetics and toiletries that 
are forging ahead, steadily building regular repeat 
sales . . . quality products whose manufacture is 
confidently entrusted to the skilled care of an ex- 
perienced staff of workers under the direction of 
cosmetic technicians of renowned ability. Avon’s 
executive staff includes specialists in every branch 
of cosmetic and toiletries production. 


Avon’s laboratories have had more than 60 years 
of experience in the manufacture of quality cos- 
metics and toiletries . . . experience for which there 
is no quick substitute. And it is that experienced 
treatment that keeps a quality product in the best 
company at the point of sale. 

If your plans call for increased volume, why not 
at least explore the possibility of improving your 


quality! 


30 Rockefeller Plaza, New York 20, New York 


STRATEGICALLY LOCATED PLANTS & LABORATORIES 
Suffern, New York ¢ Pasadena, California « Montreal, Canada 
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New Book.LetT 


OC tichicns 


Just Published 
Write For It Today 











Vegacid .... Tested... Trusted... 


Glyceryl Monostearate — Acid Emulsifying. For 
anti-perspirant — deodorant creams, lotions and 
ointments—all greaseless, medicated formulations. 


oe Glyceryl Monostearate — Self Emulsifying. For 
Wegim ..<.-«jelsate on 


neutral greaseless creams, lotions, ointments, sun- 
tan creams. 







r e Propylene Glycol Monostearate — Self Emulsify- 
r edgin P * °° © ing. For greaseless creams — brushless shave, 
foundation, suntan: lotions — foundation, suntan, 
cosmetic stockings: ointments. 






Tegin S15 eo oe Ulyceryl Monostearate — Non Self-Emulsifying. 
U 


sed in conjunction with auxiliary emulsifiers. 








Lanolin Absorption Bases 


Protegin x e For Nite Creams and Ointments 


Iso-lan eeeecee For Creams, Lotions and Ointments 


GOLDSCHMIDT 


CHEMICAL CORPORATION 
153 Waverly Place, New York 14, N. Y. 


SERVING INDUSTRY FOR A QUARTER CENTURY 
SALES REPRESENTATIVES 


BOSTON + CHICAGO + LOSANGELES + ST.LOUIS * MONTREAL + TORONTO 






Founded in the glamorous 

period preceding the French 
Revolution, the House of Antoine 
Chiris has, since 1768, stood for 

high quality standards in the 
Essential Oil and Aromatic Indus- 
tries. 


Its exclusive occupation since its 

inception is producing of 

Essential Oils, Floral Absolutes 

and Aromatic Specialties—from GRASSE PARIS NEW YORK LONDON’ SAO PAULO 
materials garnered the wide world 


over, many grown on Chiris’ own In each city there is a Chiris 


organization pooling all 

the experience and technical We regard it as a privilege to 
THE INTEGRITY OF CHIRIS resources of nearly 200 years of consult on your aromatic problems. 
PRODUCTS HAS WITHSTOOD _ activity in the world’s Essential Oil Our creative laboratories are at 
THE TEST OF TIME. and Aromatic Industries. your service. 


plantations. 


ANTOINE CHIR as ee 


119 WEST 57th STREET, NEW YORK 19, N. Y. 
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Parade your product 
of fashion . . - packe 











complete range © 













design for your exc 














MARYLAND 






modern round 


cabinet square 


perfume oval 


boston round 


ttl tte] oe ae) 


pack to attract in 


AsHiOn ONO 


before women buyers in the height 
d to attract in stylish, crystal clear 


Maryland Glass. A wide variety of classic designs in 4 
f sizes are constantly in stock, ready 


for immediate shipmen 
lusive use. Just drop us 4 line giving 


the nature of your prod 
send samples and prices. 


BALTIMORE 30, MARYLAND 


P MARYLAND GLASS 





t. Or, we'll create 4 distinctive 


uct and the sizes you pack. We'll 
Naturally, there's "0 obligation. 


GLASS CORPORATION 


squat jar 








Givaudan offers you an intangible 

asset that has made possible the development 
of world-renowned perfumes 

of unquestioned originality and outstanding 


success. This asset is 
CREATIVE IMAGINATION 


which springs abundantly 
from the wealth of our experience, 


specialized skill and modern facilities. 


It can be the difference that spells continued 


success for you in the creation of fine fragrances. 


“Yours For Quality 


In All Things Fragrant” 


Cinder Deltas 


330 West 42nd Street, New York 18, N. Y. 


Branches: Philadelphia + Boston + Cincinnati + Chicago + Seattle + Los Angeles +» Toronto 





a Bond is no better than 
the Security behind it- 

@ Product is no better than 
the Integrity behind it- 


mm-i-dent, Avon, Ben-Gay, Burma Shave, Colgate, 
Dorothy Gray, Mennen, Polident, Vaseline, Williams 
—here are brand names that are household words the 
length and breadth of America. 
Indeed, these manufacturers comprise an important segment of 
our industrial life, play no small part in our national economy. 
By its purchases, the public has evidenced its confidence in the 
merit of these brands and in the integrity of the firms that make 
them. 


It is no coincidence that these products reach the public in 
Peerless tubes. For Peerless tubes reflect the same pride in qual- 
ity, the same integrity in their manufacture, as the products they 
are made for. 


Peerless 
Tube Company 


BLOOomMmMRPIt EL O., AE Ww ee a U2 7 
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Our new Jasmine 













Osmodor 


JASMONTINwe 


Provides the perfect floral 
character of the very finest 


absolute at one tenth the cost. 


WE ARE PROUD to offer to the indus- 


try this truly important advance in syn- 





thetic Jasmine. Write us for a sample. 


Schimmel for Synthetics 


& co... ine. 
GOl west 26th street 


new york I, m. y. 
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RHODINOL SYNTHETIC SYNFLEUR 


$22.00 per trial lb. 


Because of the continued market tightness of 
Geranium Bourbon and its derivatives, we recom- 


mend the use of Rhodinol Synthetic Synfleur. 


Rhodinol Synthetic Synfleur is a straight aromatic 
chemical, highly purified and rigidly controlled. 
For this reason it has met with very wide acceptance 


throughout the fragrance consuming industry. 


Rhodinol Synthetic Synfleur gives excellent 
results in the manufacture of perfumes, creams, 
powders, lip-sticks, and toilet soaps. To the perfumer 
seeking that irreplaceable deep rose note it represents 


outstanding quality at a reasonable price. 


Order a trial lb. or request a working sample today. 


Look to Experience for Savings 
ig. 


REG J U.S. PAT. OFF. 


SynlleurScientitic Laboratories. he —_ Monticello. ¥. 


FOUNDED 16869 BY ALOIS VON ISAKOVICS 


ATLANTA - DETROIT - NEW YORK - LOS ANGELES - SAN FRANCISCO - MEXICO, D. F. 


HAVANA e MELBOURNE e BURMA e HONG KONG e BOGOTA e = SAN JOSE 
CIUDAD TRUJILLO e GUAYAQUIL e GUATEMALA CITY e CALCUTTA e WELLINGTON 
MANAGUA e PANAMA e ASUNCION e MANILA e SAN SALVADOR e MONTEVIDEO 
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Our machine made flint glass bottles are available in a wide TET Ia 
of sizes and styles. They can be supplied plain or with fired-on 


Me CML e mM tae 


SEU Mme el ee Oe Mel eee 


CARR-LOWREY 
GLASS CO. 
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SLOW VOLATILIZATION 
INSURES STABILITY 


ia compelling fragrance of unceasing 
popularity. 4 definite and 
distinctive asset ine the 

manufacture of your perfumes 


aul cosmetic preparations. 


VANCOUVER, B. EOS) i277" SEATTLE 22 NEW ORLEANS 13 > & ATLANTA 3 
MEXICO, D. F. j -DALLAS }. NEW YORK 6 = SAN FRANCISCO 3 tS PITTSBURGH 22 


for your copy of our latest 
catalog . . . It is educational. 
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Vegetable Wax Adulteration 


With price ceilings, scarcities 
and high prices, no doubt a sub- 
stantial amount of adulteration of 
vegetable waxes is and will be oc- 
curring. This was a theme devel- 
oped at the Chemical Specialties 
Manufacturers Association meeting 
recently in Chicago. 

While most of the remarks were 
aimed at carnauba wax no doubt 
they will also apply to other im 
ported vegetable waxes such as 
candelilla and beeswax to name 
only two. 


Heat Resistant Paint 


There are many pipelines and 
other heated places that require 
painting but the heat of the ching 
painted is so great that the paint is 
gradually burned. 

A new paint on the market has a 
silicone as a base and temperatures 
up to 1700° F. do not affect it. The 
paint also resists rust corrosion 
and protects the surface painted 
from rust corrosion. 

The material is applied on the 
hot surface. If possible the surface 
should be baked slowly; reaching a 
temperature of about 500° F. for 
about two hours then to about 
750° F. for another two hours. From 
then on the surface can be heated 
to the maximum of 1700° F. 

This paint cannot be applied to 
cold surfaces. It can be brushed or 
sprayed but must be put on a hot 
surface. 


imino Acids 


Undoubtedly a number of peo- 
ple are testing products containing 
amino acids to determine their use- 
fulness in cosmetics. Along this line 
one supplier now offers a mixture 
of four essential amino acids 
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esiderata 


by MAISON G. p—ENAVARRE, F.A.LC. 


namely leucine, isoleucine methio 
nine and phenylalanine. 

Of course methionine and amin- 
oacetic acid have been offered com- 
mercially for some time. In addi- 
tion, casein hydrolysates in many 
forms are also available. 

Amino acids warrant further in- 
vestigation by this industry. 


Olive Flavor 


The disclosure in Italian patent 
number 454,112 that the addition 
of lemons to olives in the grinding 
produced a superior flavored oil re- 
calls to mind that olive oil is used 
in some cosmetic products and that 
its odor has been a problem from 
time to time. Perhaps the judicious 
use of a lemon fragrance in such a 
combination might work to ad- 
vantage. 


Irradiated Cosmetics 


One of the oldest manufacturers 
of ultraviolet irradiating equipment 
has developed a new unit for the 
purpose of sterilizing biological 
materials by exposing the product 
to short wave ultraviolet, between 
two quart cells of a few thousands- 
inch thickness. 

From this application in phar- 
maceutical manufacture one can 
easily see its potential usefulness in 
sterilizing cosmetic creams and lo- 
tions by a similar procedure. Since 
the unit apparently gives complete 
sterility it is worth further investi- 
gation. 


Chill Point 


With winter practically staring 
us in the face and with the “Indian 
signs” pointing to bitter cold 
weather, it behooves all manufac- 
turers of clear products to check 
the chill point of the cosmetic in 
question before shipping in cold 
weather. 


M. G. deNavarre at work in his laboratory 


At the World Chemical Conclave 
I was told of an instance where 
an inexpensive perfume was re- 
turned to the tune of several hun- 
dred thousand bottles because it 
was made during the summer with 
a low percentage of alcohol and 
was not properly tested for stability 
in cold weather. 

One comfort that can be had 
from making products to a low 
chill point is that in cold weather 
the product may precipitate in 
transit but when brought to room 
temperature it will redissolve very 
readily. 

To ship a product before the 
cold weather comes on, in the 
hope that a high chill point will not 
affect it, is poor economy because 
one never knows how the product 
will be handled from the distrib- 
uting point. © 


Selenium Scalp Product 


One of the well known ethical 
pharmaceutical companies has re- 
ceived much publicity on a prod- 
uct containing 214 per cent of 
selenium sulfide in a vehicle with 
high detergent content. 

The product is applied to the 
scalp and kept in contact for five 
minutes, then washed and rinsed 
out. It is to be used 1 or 2 times a 
week. It takes from 4 to 8 weeks to 
find that in common dandruff 
92-95 per cent of cases obtain relief 
and that in seborrheic dermatitis 
from 81 to 87 per cent are able to 
control the disease. 

All of this is good. But this de- 
partment is just a bit concerned 
about the fact that selenium even 
as sulfide is quite toxic. The above 
mentioned company in its profes- 
sional literature states that there is 
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You can bet on a NORDA ORIGINAL to make 


your product stand out and sell. 


A NORDA ORIGINAL has a different, 
distinguished bouquet. It’s a modern, old-fash- 


ioned odor—spicy-fresh, exciting, alluring. 


Choose your own NORDA ORIGINAL with 
the assurance it’s yours, it’s unique. It will 
help you create new toilet goods and cosmetics 


nobody else can make or match. 


Norda, first ever to talk sales scents, hopes you 
will test and try aA NORDA ORIGINAL. Just 
ask for the smell that will sell. Send for your 


convincing free samples today. 


Nor ‘d, CZ ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street, New York 1, N. Y. 


CHICAGO + LOSANGELES + ST.PAUL + MONTREAL + TORONTO + HAVANA + MEXICOCITY + LONDON «+ PARIS 
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some absorption as found by fecal 
and urine excretion. 

This department hopes that no 
one in the cosmetic industry will 
venture into making a product con- 
taining selenium sulfide without 
thorough skin and toxicity tests— 
and that means a lot of tests. For 
while there may be many people 
who will get relief from their scalp 
ailments, there may be many more 
who may develop selenium poison 
ing and thus black eye the whole 
industry. In fact this department 
would like to see the F.D.A. watch 
this development very, very closely. 

While it is true that the prepara 
tion mentioned earlier in this story, 
is available only on prescription, it 
is also true that all doctors are not 
going to read the manufacturer's 
toxicity data, resulting in a poor 
understanding of the potential for 
harm. In fact the product in ques 
tion is used in such a different 
way from ordinary “hair tonic” 
that there is a question as to 
whether the patient will thor- 
oughly remove the product when 
used—as they are supposed to do. 


One can almost see headlines “Hair 
Tonic Poisons Man” and that is go- 
ing to hurt not just the manufac- 
turer of the product but the rest 
of the toilet goods industry who 
won't be responsible for it at all. 

It is hoped that it will never go 
that far. 


Cement Water-Proofer 

A mixture of silicone resins in a 
hydrocarbon solvent is currently 
being offered for application to ex- 
ternal brick and cement block 
buildings to render the same water- 
proof, 

The material soaks into the sur- 
face and does not seal it. As a re- 
sult it allows masonry to transpire 
from the inside. The coating how- 
ever does make the outside exceed- 
ingly repellent, to a degree that is 
hard to believe. One application is 
good enough for about four years. 

If this material works as well as 
it is supposed to, it will be a boon 
wherever there is cement block or 
brick above the ground that has 
been penetrated by moisture in the 
past. 


Questions and Answers 


906: Stick Cologne 

Q. We would appreciate your giv- 
ing us some information relative 
to stick colognes and stick deodor- 
ants. We would also like some in- 
formation regarding the manufac- 
ture of cream sachets. §.G.M. Maine 


A. We are enclosing a reprint of 
an article on stick colognes which 
also covers stick deodorants. You 
will require heating equipment as 
described in the article, molding 
machinery and an icebox. 


907: Temporary Wrinkle Remover 


Q. In reviewing some back num- 
bers to find a formula, I found 
(Question #779 from PMA, Chi- 
cago) asking for information con- 
cerning the temporary wrinkle re- 
mover Trill. I would like to know 
your opinion concerning this prod- 
uct, and also, if the addition of a 
small amount of glycerin would 
neutralize the action of the sodium 
silicate solution to avoid the irrita- 
tion that it causes after three or 
four applications. G.C.R. New 
York 


1. We cannot at the moment con- 
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firm the analysis for Trill but 
would believe it to be a product 
principally based along the line 
suggested by your chemist. At the 
moment we do not recall whether 
it was strongly alkaline. To add 
glycerin to reduce the products ir- 
ritation if there be any, our sug- 
gestion would be to neutralize part 
of the alkalinity with something 
like boric acid or some similar ma- 
terial or to add a buffer such as 
sodium citrate for example. 


908: Avocado Oil in Creams 


Q. In the past The American Per- 
fumer has contained articles on the 
use of avocado oil and papaya ex- 
tract in creams. I would appreciate 
any information you might have 
on the value of the above on the 
skin. C.U. Ontario 


A. Regarding the use of avocado 
oil and papaya extract in creams, 
the first mentioned substance was 
described in an article in The 
American Perfumer about ten 
years ago. Papaya is mentioned in 
the literature as an additive to 
creams solely because of its content 
of a protein digestant known as 


papain. This substance is effective 
only in an acid media. Usually it 
digests the dead layers of the skin 
and leaves a nice soft smooth skin 
open on the surface which can be 
both good and bad. 


909: Papaya Cream 


Q. We are interested in papaya to 
be used in a face cream. Would 
the powder be as effective as the 
juice or extract? What would you 
suggest as a preservative, and what 
per cent of papaya would you sug- 
gest in a cream? L.C. Florida 


1. We do not have the vaguest 
idea of how you proceed to make a 
papaya cream. There is no stand- 
ard concentration and in our opin- 
ion the raw juice has too much 
latex to be useful. The cream will 
have to be preserved and it would 
be our thought that papain would 
be satisfactory to use in place of the 
natural juice. 


910: Sulfonated Oil 


Q. We would like to know a sub- 
stitute for sulphonated castor oil in 
a soapless oil shampoo. A. A. /Il. 


A. Any of your suppliers of sul- 
fonated oil will give you another 
sulfonated vegetable oil blend 
with properties similar to the sul- 
fonated castor oil. 


911: Iodine in Sun-Tan Oil 


Q. What proportion of iodine 
could safely be used in a sun tan 
oil. L.L. New Jersey 


A. It is not recommended that 
iodine be used for such a product 
for it is neither effective as a sun- 
screen nor does it allay the burn. 
It can stain the skin brown tran- 
siently but it might sensitize the 
skin to solar-radiations. Therefore 
our answer to you is, it should not 
be used in a suntan preparation. 


912: Liquid Antiperspirant 


Q. Please send a formula for an- 
tiperspirant similar to Stopit, 
Heed, etc. containing aluminum 
chloride, aluminum oxychloride, 
al. sulfate, or a combination of these 
in a liquid medium with and with- 
out alcohol. V.T. Indiana 


A. We do not know the compost- 
tion of the products you mention 
but some liquid spray antiperspi- 
rants are made with aluminum 
chlorohydrate. The supplier has re- 
cently issued a new technical data 
booklet on this product and we are 
sure you will find the information 
you are after in this publication. 
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A phase diagram was drawn of the ternary system, castor 
oil, 95% alcohol, and water. The various ratios at which 
solutions of these three components can be prepared were 
determined from the diagram. This study was undertaken 
to illustrate the practical use of the phase rule in pharmacy 
in the preparation of solutions of two immiscible liquids, 
utilizing a third liquid which is miscible with both. 


HE study of a ternary system comprising alcohol, 

castor oil, and water was undertaken with the in- 

tent of investigating the use of the phase rule in 
practical pharmacy. Previous to this study, the ratios of 
each of the components necessary to produce a homo- 
geneous system were determined by the pharmacist 
largely in an empirical manner. Although the empirical 
method has been successful, it is limited by its very 
nature. A phase study completely describes the system 
so that by simple inspection of a diagram all ratios at 


+ Presented before the Subsection on Pharmacy, American Association 
for the Advancement of Science, Scientific Section, Cleveland, Ohio, 
December, 1950. Reprinted from the Journal of the American Pharmaceuti- 
cal Assn., Vol. XL, No. 9, Page 465. 

t Fellow of the American Foundation for Pharmaceutical Education, 
Ohio State University, College of Pharmacy, Columbus. 

§ Professor of Pharmacy, Ohio State University, College of Pharmacy. 





TABLE I.—TITRATION OF CASTOR OIL-WATER 


MIXTURES WITH ALCOHOL 








Alcohol, 
Ce. Required 
4.1 
8.3 


Castor Oil, Cc. 
5 cc. 


Water, Cc. 


“I be 
Oo on > 
on ore 


40.51 
57.61 
83.71 
119.81 
178.01 
278.11 
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which the system is homogeneous can be quickly and 
accurately determined. 

The phase rule of Willard Gibbs (1) for this kind of 
system is F — C — P where F equals the degrees of free- 
dom, P the number of phases in equilibrium, and C the 
number of components comprising the system. The de- 
grees of freedom are defined as the number of variable 
factors—temperature, pressure, and concentration of the 
components—which must be arbitrarily fixed in order 
that the condition of the system may be perfectly de- 
fined. The greater the degrees of freedom, the larger 
the variability, and it is the merit of the phase rule 
that the state of a system is defined entirely by the rela- 
tion existing between the number of the components 
and the phases present, no account being taken of the 
molecular complexity of the substances involved nor 
any assumption made as to the constitution of matter. 





Method 


The components of the system investigated are U.S.P. 
castor oil, 95% alcohol, and distilled water. Five cubic 
centimeters of castor oil were added to a 250-cc. flask 





TABLE II.—CALCULATED CONCENTRATION IN Cc. 
OF WATER AND CASTOR OIL IN EQUILIBRIUM WITH 
100 Cc. or 95% ALCOHOL 


Water, Cc. Castor Oil, Cc. 
4.88 122.0 
6.03 60.2 
Pe 35.4 
8.66 20.7 
9.44 11.8 

10.0 7.15 
10.1 10.1 
13.2 4.2 
14.8 2.46 
17.4 1.73 
19.1 1.19 
20.6 0.834 
24.7 0.562 
28.0 0.360 
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Figure | 


and to this was added 0.2 cc. of distilled water and the 
mixture titrated with alcohol until a clear solution was 
obtained. The procedure was repeated with 0.3, 0.5, 1.0, 
2.0, and 3.0 cc. of water (Table I). 

One cubic centimeter of castor oil was then added 
to a 500-cc. flask and to this was added 1 cc. of distilled 
water and the mixture titrated with alcohol until a 
clear solution was obtained and the procedure was re- 
peated with 2, 3, 4, 6, 10, 18, and 34 cc. of water 
(Table 1). 

Because of the difficulty of observing the end point by 


macroscopic observation, the Fisher Electrophotomete 
Transmission of 98°, was taken as the end 


“B”’ filter. 


was used. 
point using a 


Calculations 


The number of cubic centimeters of water and oil, 
respectively, at equilibrium with 100 cc. of alcohol was 
calculated and then the number of cubic centimeters 
multiplied by the specific gravity to obtain the weight 
of each component in grams. The weight fraction was 
then calculated and multiplied by 100 to obtain the 
percentage of each component by weight (Table II). 
The points were then plotted on a triangular graph 
(Fig. 1) of which each side represents 0 to 100% so 


S 


TABLE III.—PER CENT BY WEIGHT OF Eacu Com- 
PONENT TO PRODUCE A HOMOGENEOUS SYSTEM 


Water Alcohol 


.45 41. 
.50 56. 
.78 66. 
.86 74. 
.20 79. 
.93 80. 
.14 83. 
82. 
2 
81. 
80. 
79. 
76. 


Castor Oil 
56.2 
39.2 
37.5 
17.8 
11.0 

47 
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that at any point on the graph the percentages of each 
of the components in equilibrium can be determined 
(Table IIl). Practical values derived from the phase 
diagram of each component, which when mixed will 
give a homogeneous solution, are shown in Table IV. 


Results 


At any point inside the curve, the system shall exist 
as two phases in equilibrium with each other and at 
any point above the curve the system is homogeneous 
and consists of only one phase. 


Conclusions 


1. The system castor oil, alcohol, and water was in- 
vestigated by means of the phase rule. 
2. A phase diagram of the system was produced. 


TABLE IV.—PRACTICAL VALUES DERIVED FROM 

THE PHASE DIAGRAM. PERCENTAGE (W/W) oF 

Eacu COMPONENT WHICH WHEN MIXED WILL GIVE 
A HOMOGENEOUS SOLUTION 


Castor Oil Water 95% Alcohol 


0 10. 
0 


OO0000 
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3. At all ratios above the curve the system is homo- 
geneous and at all ratios below the curve the system 
exists as two phases in equilibrium. 

4. There are varying ratios at which a homogeneous 
system can be prepared and these points can be de- 
termined from the diagram. 


Reference 


(1) Findlay, A., and Campbell, A. N., ““The Phase Rule and its Applica- 
tions,”” 8th ed., Longmans, Green & Co., London, 1938. 


“Read every day something no one else is reading. 
Think every day, something no one else is thinking. Do 
every day, something no one else would be silly enough 
to do. It is bad for the mind to be always a part of a 
unanimity.” —Christupher Morley. 
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Colgate Opens 
New Modern 


Cosmetic Plant 


Almost 300 per cent increase in 







cosmetic sales in decade led to 





construction of new toilet articles 


plant... How the company grew. 


IGHLIGHTING the 145-year history of the Col- 
gate-Palmolive-Peet Co. was the opening of the 
new four-million-dollar toilet articles plant in 
Kansas City, Kansas, October 11. Believed to be one of 
the finest, mcst modern, and truly functional toilet ar- 
ticles plants in the industry, the new plant will stand as 
a monument reflecting the courageous story of three 
pioneer soap companies—three businesses with most 
humble beginnings that grew as individual organiza- 
tions, and later merged to become a vast corporation. 
The Colgate-Palmolive-Peet Co. now supplies soap 
products and toilet articles to millions of people in prac- 
tically every country on the globe. 

The construction was prompted largely by a toilet 
articles sales increase of almost 300 per cent from 1940 
to 1950, and the desire to provide the area west of the 
Mississippi to the Continental Divide with faster and 
better service. 

Ihe entire Kansas City plant of the Colgate-Palm- 
clive-Peet Co. employs over 900 people, with the new 
plant slated to employ an additional 150. Yet, this 
large enterprise was once cradled 79 years ago in the 
one-story soap factory which the Peet brothers, William, 
Robert, and Jesse, established with their combined 
capital of eight hundred dollars. Originally, the Peet 
brothers had come from Cleveland, moving west to 
Kansas City. 


How Colgate & Co. Was Established 


But for the actual birth of the Colgate company, 
we go back to 1806, when Thomas Jefferson was just 
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Airview of the new, modern Colgate-Palmolive-Peet Co. plant in 


Kansas City, Kan. for the manufacture of toilet articles. The 


latest engineering advances are exemplified in the new structure. 


starting his second term as president, and William Col- 
gate, then a mere lad of 23, saw the possibilities that 
lay in the manufacture of soap. The imported soaps at 
that time were scarce and expensive; those made at 
home-—and soap was made in every American home in 
those days—were often none too fragrant, and none too 
efficient, and generally were made in a single lump 
from which smaller pieces were cut off as needed. 

Ycung Mr. Colgate saw the possibilities of making 
soap in cakes of uniform size, of giving it a pleasant 
cdor, and of making it milder in quality, easy on the 
hands, and yet able to wash as well as, or better than, 
the home-made variety. So, with an idea, and a very 
little money, he started a modest little plant in a small, 
frame building on Dutch street, New York City. 

He started out all alone. Days would find him out 
working, trying to induce women to try his new soap. 
Nights, he could be found at most any hour, diligently 
working over his kettle, stirring up his soap formula, 
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finishing his mild, economical soap, and cutting it into 
small individual uniform cakes. As time went on, Mr. 
Colgate’s soap business grew and prospered. The hoop- 
skirted housewives of little, old New York, liked his 
soap—they talked about it over the back fence, and 
bought it in increased quantities. By 1817, William 
Colgate was advertising his ware in the newspapers. 
The years passed quickly and business kept on in- 
creasing year after year. By 1847, in spite of numerous 
additions to the little plant, the business had out- 
grown its New York location. After 41 years in New 
York, Mr. Colgate then a man of 64, moved his busi- 
ness across the river into Jersey City, N.]. 

The Colgate business passed from father to son, 
generation by generation, and with sound business pol- 
icies, accent on quality, and high standards of produc- 
tion and service, thrived and continued to grow. 

In 1908, the five Colgate brothers, who were then in 
the turned what had been a 


control of company, 


family-owned business for 102.years, into a publicly 
owned corporation. 


How Palmolive Soap Co. Came into Being 


Some 58 years after William Colgate started to boil 
his first kettle of soap, the B. J. Johnson Co. in Mil- 
waukee, appeared on the horizon. It was in 1864, when 
the Civil War was at its height, that Mr. Johnson 
started his modest little business which, from the out- 
set, experienced constant growing pains. The plant 
was expanded, time after time, until it became one of 
the largest producers of soap in the Midwest. A chemi- 
cal laboratory was opened for experimentation and for 
development of new products, one of the first of its kind 
in the country. However, it was in the late "90s when 
Caleb Johnson, the young son of the founder joined 
the firm as a chemist, that the B. J. Johnson Soap Co. 
really started on its way toward a world-wide business. 
It was Caleb Johnson who conceived the idea of Palm- 
olive soap. After long experimentation and many fail- 
ures, the perfect formula was finally worked out, and 
Caleb Johnson’s dream of Palmolive came true—not 
the Palmolive as it is known today, but a floating 
Palmolive soap. 


A completely modern laboratory for testing all incoming raw mate- 
rials and outgoing products is located on the third floor. L. K. 
Whyte at the left, is shown making a test with one of his assistants. 


E. H. LITTLE 


President 


E. H. Little, president of Colgate-Palmolive-Peet Co. began his 
career as a salesman for the original Colgate & Co. in 1902 
in the Carolinas. He successively held executive positions 
with the B. J. Johnson Co., the Palmolive Co. and finally with 
the merged compary of which he became president in 1938. 


Some years later, while visiting the St. Louis Exposi- 
tion in 1904, young Caleb Johnson happened across 
some new French machinery, exhibited in this country 
for the first time, for making hard milled, non-floating 
soaps. Immediately, his creative mind sensed the pos- 
sibilities that this equipment held for his Palmolive. 
He saw that he could vastly improve Palmolive by con- 
verting it into a hard, milled soap as it is today, that 
would last far longer than any floating soap, would be 
far more acceptable, and would have far greater value 
to the consumer. 

This machinery which was on exhibition, was pur- 
chased and shipped to Milwaukee, and soon Palmolive 


A special pneumatic tube system has been installed throughout the 
plant by which samples of products to be tested can be sent to 
the testing laboratory on the third floor in a matter of seconds. 


* 











became the milled toilet soap that it is today. Immedi- 
ately, it gained in popularity—advertising campaigns 
were set up sales increased like wild fire, as the 
brand spread across the country. By 1913, Palmolive 
was being exported to England, and soon after that, to 
almost every country in the world. In 1917, about the 
time of the entry of the United States into the 
World War, the name of the B. J. Johnson Co. was 
changed to The Palmolive Co., and four years later, 
moved to Chicago from its inadequate offices in 
Milwaukee. 


Peet Brothers Started in 1872 


The Colgate Co. and the B. J. Johnson Co., were 
well established businesses when, in 1872, the three 
Peet brothers—moved to Kansas City, rented a small, 
frame building, and started in the laundry soap busi- 
ness. For many months, these three brothers carried on 
the business with no other employees to shoulder their 
burdens. They alone made the soap, cut it into one 
pound bars, and then sold it direct to housewives, driv- 
ing out themselves over the territory by horse and 
buggy, calling on widely scattered farm houses, as well 
as homes in the towns and villages. 

The quality of the product which they made, plus 
the hard work which they put into their business, paid 
handsome dividends. The business grew steadily. A 
new plant was taken over, and new employees added, 
until the Peet Brothers Co. became one of the great 
business institutions of the West. 

This, then, is the story of the five pioneers, and of 
the three businesses they founded, in three widely sepa- 
rated parts of the country—each to grow in its own 
way—into a great business institution. 


Mergers and Acquisitions 


The first merger, which occurred in 1926, that of the 
Peet Brothers Co., with the Palmolive Co., into the 
Palmolive-Peet Co., was definitely a natural move. Peet 
Brothers, while making toilet soaps, also were special- 
ists in the manufacture of fine laundry soaps, having 
become one of the largest producers of laundry house- 


For determining the stability of colors toward light the Fade-Ometer 
is employed in the testing laboratory. Packaging materials such 
as cartons, wrappers, labels and collapsible tubes are all tested. 










































View of the plant's fourth floor showing the orderly arrangement 
of the equipment which includes mixing tanks above other mixing 
operations. The brightness and general atmosphere are evident. 


¥ 


There are 13 modern assembly lines in the plant. The huge tank is 
used for making Veto deodorant. On the fourth floor mixing tanks 
are situated on a partial mezzanine above other mixing operations. 








Cleanliness and ease of maintenance 
were stressed in planning the build- 
ing. The first floor is used as the 
warehousing area with accommodations 
for eight railroad cars and a load- 
ing platform for eight motor trucks. 
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hold soaps in the country, while the Palmolive Co., in 
addition to making laundry soaps, dominated the toi- 
let soap field. With their combined factories in Califor- 
nia, Kansas City and Milwaukee, the new company 
started off with tremendous advantages—in plants and 
equipment, methods of manufacture and distribution, 
increased sales outlets, and with a wide range of prod- 
ucts, business boomed after the merger. It was just two 
years later that this newly formed firm merged again— 
this time with the Colgate Co. 

Again, the merger added tremendous advantages in 
plants, equipment, in organization and in distribution 
facilities, bringing into the merged companies, a plant 
in New York, and one in Indiana—as well as a wide 
line of nationally known products, and a new group of 
sales outlets. 

In 1930, the company was further enlarged by the 
acquisition of Kirkman & Sons, Inc., another family- 
owned soap business, operating mostly to the East, 
which had remained in the Kirkman family from its 
establishment in Brooklyn in 1837, until its acquisition 
by the Colgate-Palmolive-Peet Co., almost a hundred 
years dater. 

Today, the Colgate-Palmolive-Peet Co. has fou: 
plants and over 8,500 employees. The Jersey City plant 
alone has 50 buildings and covers almost nine acres. 

The most important department in the organiza- 
tion’s entire setup is the department of research and 
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There are numerous features to effect a highly pleasant environ- 
ment for employes. A lunch room with louvred fluorescent light- 
ing, leather cushioned chairs and clean tables are provided. 


development. More than a hundred scientists, chem- 
ists, engineers, cosmeticians, and technicians are always 
trying out new ideas for new products—trying out 
still other new ideas to make the old products better. 


New Toilet Articles Plant 

Spanning an area 165 feet wide by 365 feet long and 
containing a total of 193,000 sq. ft. the new $4,000,000 
building consists of four floors with outside speed wall 
tiling. Some of its features include an arched dome for 
its second floor, a vast area entirely devoid of pillars or 
posts so as to allow perfect freedom of operation. 
Forced filtered air is another innovation. Modern treat- 
ment of lunch rooms and locker rooms, all stainless 
steel vats and tubings, fluorescent lighting, and a sci- 
ence laboratory for testing and controls of formulae are 
other features. 

Products to be manufactured in this plant are den- 
tal cream, tooth powder, ammoniated tooth powder, 
Colgate shave cream (brushless and lather) , Palmolive 
shave cream (brushless and lather); Halo shampoo, 
Lustre Creme shampoo, Veto deodorant, and Cashmere 
Bouquet talcum. 

Among the company executives attending the plant 
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ceremonies when it was opened were E. H. Little, presi- 
dent; S. B. Colgate, chairman; and board members 
W. R. Basset, Henry Colgate, John K. Colgate, J. A. 
Coulter, H. F. Elberfeld, W. B. Johnson, Manning 
O’Connor, C. S. Pearce, N. F. S. Russell, Stuart Sher- 
man, and J. A. Straka. Also vice presidents J. H. Blak- 
ney, E. E. Dreger, J. L. Elliott, J. R. Gilman, R. E. 
Healy, H. R. MacMillan and J. A. Reilly. 


Cosmetic Excise Tax Collections 


‘OSMETIC excise tax collections for the years of 1919 
and 1950 and also the collections for the months of 
1951 so far issued are given in the table following: 




































1951 1950 1949 
January $12,255,363 $ 9,836,052 $ 9,648,063 
February 12,867,842 11,654,681 12,984,776 
March 8,534,569 6,811,063 6,796,181 
April 5,746,348 6,985,099 6,913,884 
May 9,293,461 8,316,993 6,983,445 
June 8,622,275 8,136,742 7,625,450 
July 8,901,311 7,965,373 6,776,881 
August 10,252,706 9,671,335 7,807,221 
September 7,698,854 7,542,472 6,859,446 
October 7,900,314 6,760,409 
November 8,159,612 7,738,779 
December 7,781,091 7,312,007 


Mailing Lists 


GOOD mailing list according to Advertising Age 
is: 

1. Completely free of errors in names and addresses 
of persons on the list. 

2. Up to date; constantly “cleaned”; all ““dead-wood” 
names cleared out periodically. 

3. Carefully divided between prospects and actual 
buying customers. (There’s a big difference between a 
mail order inquiry name and a person who actually 
bought by mail.) 


Older women, conditioned by habit, are more diffi- 
cult to switch from their established brands than the 
younger group. Age group performance is an impor- 
tant factor in the planning of mass market promo- 
tion.—St. Paul Pioneer Press. 


The double standard of dollars created by the tax 
situation offers enormous opportunities for the profit- 
able expenditure of advertising funds in increasing 
volume, increasing net profits after taxes, and building 
customers and good will which will be reflected in 
important capital values.—J. K. Lasser. 


No rule of success will work if you don’t.—Phoenix 
Flame. 
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Benson Storfer at his desk testing out various perfumes 


Veteran Seeks Something New 

B ENSON STORFER, president of Parfums Corday, 

who has been identified with the perfume industry 
for over three decades is one of the few chief executives 
in the industry with a genius for creating odors. He is 
the son of a perfumer and ever since he was a small 
child has been intrigued by the art of perfume creation. 
He has even tried to grow flowers in Cuba and Calli- 
fornia for the extraction of essential oils but came to 
the conclusion that due to climatic, soil and other con- 
ditions as well as many years of experience and the 
higher cost of labor here, American perfumers are better 
served with essential oils from flowers grown elsewhere, 
notably of course in Grasse, in northern Italy, in 
Morocco, in Egypt and in Bulgaria, depending of course 
on the suitability of each place for growing particular 
flowers. 

In discussing the selection of perfumes Mr. Storfer 
says “Perhaps a lot of people don’t realize that the 
really fine, costly perfumes are always the delicate ones. 
They have a definite fragrance and also something of 
the passing cloud or the shimmer of a reed in the wind 
about them.” He takes a direct interest in the creation 
of perfumes offered by his company and before his desk 
in his office there are shelves with many different per- 
fumes which he delights to test always with the thought 
of creating something new and better. His son Herbert, 
vice president of the company, is much interested in the 
associated art of music. 


New Consumer Habit 

HE consumer habit survey of the Grey Advertising 

Agency, refutes the general belief that women do 
85% of the buying. Even in supermarkets men now do 
more than 25 per cent of the shopping. The men’s in- 
terest is in cooperating with working wives, and they no 
longer are squeamish about shopping for feminine 
items. Men are the first to show price resistance. 
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Information for Employes 


O counteract a 20 year bombardment of ideas chiefly 

from abroad designed to undermine faith in the free 
enterprise system, an effective campaign of written 
communications directed to employees is likely to be 
effective according to Stephen Smoke, industrial rela- 
tions expert. 

Regardless of the communications a company uses, 
Mr. Smoke suggested, management should consider ten 
basic steps: 

“1. Acquaint employees with the company’s policies 
and practices. 

“2. Clarify employee concepts on the company’s eco- 
nomics of operations. 

“3. Keep employees posted on plants, products and 
processes so they have the feeling of belonging. 

“4. Tell all you can about what the future holds in 
store for employees. 

“5. Deal quickly and forcefully with special news sit- 
uations as they arise. 

“6. Explain new plans in detail. 

“7, Dramatize company history. 

“8. Take credit for worth while achievements. 

“9, Pay special attention to community activities. 

“10. Humanize supervisory personnel.” 


Answering Letters 
17 is rude to ignore letters which require an answer 
or to delay replies unreasonably. Yet this occurs in 
countless cases and it creates unlimited ill will. 

There are only three ways to communicate with 
other people; in person; by telephone; or in writing, 
by telegram or letter. Today, so far as the mechanics of 
written communication is concerned, facilities are more 
highly developed than ever before in history. Business 
men have a choice of several efficient dictating ma- 
chines. Typewriters today are close to perfection. Today, 
it is easier than ever to produce a letter. Yet a surprising 
number of business people find it as easy as ever to 
delay replying to letters, or as easy as ever to ignore 
them entirely.—Oral Hygiene. 


Why be Pessimistic ? 


Penis is not warranted Walter Fuller of the 

Curtis Publishing Co. showed in a recent interview. 
“I don’t like the national debt any more than you do, 
yet in 1946 our nation’s debt represented two years’ na- 
tional income. Today, our national debt represents but 
one year’s national income. The result,” he said, “has 
come by a growth in national income, not by a reduc- 
tion in debt, unfortunately, but the fact remains.” 

“In effect, advertising has lowered the cost of govern- 
ment in addition to its function in moving goods. On 
the average each time an extra dollar of advertising is 
expended it means that more goods are being sold, 
greater employment is being provided and the 1evenue 
of the federal government is being increased by—I 
think—several dollars for each dollar spent for adver- 
tising.” 


The American Perfumer 













finished products . 


G. J. HACKFORTH-JONES, M. 


HERE you have a formula containing one 
very expensive ingredient and many cheaper 

ones, then the best value for money is obtained 
by buying very high grades of the cheap oils. 

Let us take for example a lilac compound. Most peo- 
ple know how to make an excellent lilac; the following 
formula taken from W. A. Poucher’s “Perfumes, Cos- 
metics and Soaps” has one blemish which any experi- 
enced eye will discern immediately (including of 
course his own) but is otherwise very good. Here it is: 


LILAC COMPOUND 








Cost in 

$ per lb. 1,000 Ibs. 
250 Terpineol. 1.80 450 
100 Phenyl Ethy! Alcohol. 2.00 200 
100 Cinnamic Alcohol. 3.75 375 
60 Benzyl Acetate. 0.85 51 
20 Jasmine Absolute. 50.00 10,000 
30 Iso Eugenol. 4.00 120 
50 Anisic Aldehyde. 2.70 135 
100 _ = Heliotropin. 3.90 390 
20 Amyl Cinnamic Aldehyde. 2.40 48 
20 Phenyl Acetic Aldehyde 4.65 93 
250 Hydroxy Citronellol. 8.00 2,000 
1,000 13,862 


Very rough prices are indicated in the right hand 
column, and the calculated cost showing the relative 
importance of each constituent. A surprising thing is 
that 70 per cent of the cost of the compound is borne 
by the jasmin absolute—surprising that is until one 
makes the experiment of removing it, and finds alas 
that the compound is cheapened in a double sense. 
Without the small proportion of real jasmin this com- 
pound (and many better) loses the sweet fullness of 
veritable lilac and becomes no more than a mixture 
of well known and easily recognized synthetics. Nor is 
it any good replacing the real jasmin with any of 
the 50 or so “exact copies” marketed in U.S.A. or Eu- 
rope; for in this case the jasmin absolute imparts not 
the note of the flower, but an indefinable bouquet 


which has never been remotely approached in any 
~® Yardley & Co., 


Ltd., London, England. 
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Real Economy in Compounding 


How the perfumer may insure desirable price stability in 


. Difficulties confronting the perfumer 


and practical suggestions for meeting them to best advantage. 
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laboratory production. If real jasmin is too expensive 
it is better to leave it out altogether. 
It is at just this point that value-for-money becomes 


so difficult to discover. Prices have gone up. Are we 
justified in increasing the cost of the compound? Or 
should we cheapen the synthetics and keep the jasmin 
absolute the same? Or should we maintain the quality 
of the synthetics and cut down the jasmin absolute? 


Buy the best 


The answer as I find it in this particular case— 
and there is no necessity for credence here since this is 
no more than a suggestion for further experiment—is 
that so far from diminishing the quality of the synthetics 
one should if possible improve them. Every manufac- 
turer has his “extra special” grade, which he will be 
delighted to let you have. It will do his heart good to 
hear that instead of wanting benzyl acetate two cents 
cheaper, you require a superior articie 50 per cent 
more expensive. Often it will prove that the best is a 
100 per cent more expensive than the grade which you 
are buying. You can buy a very good ‘phenyl ethyl al- 
cohol for a moderate price but the very finest of all 
costs more. Both analyze 100 per cent pure within the 
limits of experimental error; the physical character- 
istics of both are identical. Even the odors do not 
seem noticeably different. You may say to yourself that 
if you, the expert, do not find much difference in 
the 100 per cent oil, then how is the public likely to 
notice when the formula only calls for 10 per cent and 
is wrapt up with all kinds of much more strongly smell- 
ing substances. But that is a fallacy. Try it and see. 

You pay for the elimination of the unpleasant. That 
is to say if you want purity you begin to pay really 
high prices to the manufacturer. The manufacturer 
can obtain very cheaply a “commercial grade” of an 
oil, and by purifying it obtains at only slightly greater 
cost a “100 per cent” grade, and often the 100 per cent 
grade does contain nearly 100 per cent of the desired 
product. If now you demand something very much 
finer you are bound to have to pay heavily for it. The 





November, 1951 


345 








impurities remaining in the product are not only small 
in quantity but they are also just those which have 
physical properties similar to that of the product. 
Cheir elimination often requires chemical change of 
the parent body, or it may be necessary to abandon 
one method of synthesis altogether, and to adopt an- 
other in which the particular impurity cannot be 
formed. Either way it costs meney; yields are dropping 
and labor and plant costs increasing. Halving the 
quantity of impurity remaining may well double the 
cost. 


The consequence is that few products are sold com- 
pletely pure. Unhappily in very nearly all incom- 
pletely purified synthetics there is an unpleasant me- 
tallic tang (or do I mean twang?) scarcely noticeable 
in the average grades, but cumulative in the sense that 
two tangs are more noticeable among the mixed syn- 
thetics than one. Thus in the above formula where we 
have the opportunity for 10 tangs to get together they 
give an overpowering cheap product if the jasmin ab- 
solute is not there to cover it all up. 

Here it will be seen that if only one-third of the jas- 
min absolute is being used solely to cover up odors 
which should never have been there in the first place, 
then it is clearly worth while to pay 100 per cent more 
for every other constituent, and to reduce the quantity 
of jasmin absolute by 33 per cent. Both quality and 
price remain the same, but there is this big difference 
in the result: every ingredient is now pulling its 
weight. If economy makes it essential to cut down the 
price, then a small reduction in the quantity of jasmin 
absolute, while it may remove a little of the bouquet 
from the product, will not reveal unpleasant bi-odors, 
and on the other hand if prices recede then a small 
increase in the jasmin will give a product of outstand- 
ing merit. 


One last point. Often it is not so much economy as 
stability in prices that one seeks. Recently the prices of 
the common essential oils have experienced wide fluc- 
tuations, and of course it is from these essential oils 
that most of the above synthetics are derived. Now in a 
cheap synthetic the cost of the raw material bears a 
much higher ratio to the selling price than is the case 
with a very highly purified product. The highly puri- 
fied product is dependent more on cost of labor and 
plant, and perhaps also on the cost of the lengthy re- 
search program which has led to its development. 
None of these factors change very much or very 
quickly, and consequently the high grade product re- 
mains roughly constant in price, while the low grade 
one is oscillating wildly. 


Outdoor Posters 


BRAND name should be as close as possible to the 
left of the slogan or copy on an outdoor poster. 

That's one finding of an outdoor study just com- 
pleted by the department of psychology at Cornell 
University and sponsored by the Standard Oil Co. of 
New Jersey. 

The psychologists found that words become progres- 
sively harder to read the farther they are to the right 
of the message. Brand names and whole sentences, they 
discovered, are better seen if the brand name is distinc- 
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tive in size, color or shape from the other words. But if 
the difference is too great, both the brand names and 
the rest of the sentence are harder to read. 

A square, circle or other outline of the same color 
surrounding the brand name, it was found, cuts down 
legibility. Lines, arrows or curves—especially in a differ- 
ent color from the words—pull attenticn to the one 
word and to the whole sentence. 


Direct Mail Pay-Off 
OW do you know if a mail order advertisement is 
paying off? 

How can you determine when your flyer, catalog, o1 
some other mailing piece is showing a profit? 

A group of mail order men were chatting about these 
two problems the other day and after their discussion 
they developed a formula which makes sense and an- 
swers these two basic questions. 

Here’s the formula: 

1. Take gross sales. 

2. Subtract from gross sales the cost of merchandise 
sold from the ad or mailing piece. 

3. From the figure you get after taking step No. 2, 
subtract the total cost of the advertisement, or mailing 
piece, including production costs, cost of cuts, printing, 
etc. 

!. From the total remaining after step No. 3 of the 
formula, subtract overhead—a certain percentage ol 
gross sales. The overhead figure, of course, varies with 
each company. 

5. Now, the total remaining, after following the 
four steps listed above, shows net profit, or loss. 

Here’s how the formula looks in cold figures: 
$1,000 
—500 

~ 500 
—100 

400 

—200 


Gross Sales 
Cost of Merchandise 


Cost of Advertisement 


Overhead. (Here, for example, 
20% of gross sales, which includes 
postage, shipping materials, light, 
heat, salaries, etc.) 

$200 Net profit on the $100 ad 

That advertisement did well under the formula. 
For the $100 advertising cost, $1,000 gross sales re- 
sulted, and a $200 net profit was realized, after allow- 
ing for merchandise cost, ad cost, and overhead. 

Thus, if you put this formula to work for you, you 
can see how your advertising is doing. 

If you can buy your merchandise at the best dis- 
count, keep overhead down, advertise in proved media 
with effective ads, you'll make a profit, under this rigid 
formula, that keeps you from kidding yourself on mail 
order returns. 

Try this formula on the results of your next direct 
mail promotion, or on your next mail order ad. It'll 
bring enlightenment and help keep you on the mail 
order profit beam.—White Northmore Schultz in Ad- 
vertising Age. 

“The secret of chain store profits lies almost entirely 
in a rapid turnover ol merchandise, and a rapid turn- 
over simply means unceasing attention to the needs 
and buying habits of your customers.” —John H. Hart- 
ford. 
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Personalized Cosmetic Selling 
prawns Wagner was never satisfied with cos- 


metic products she oflered the public either in the 
salons of which she was manager or in her extensive lec- 
ture tours. Basically she was curious about the reaction 
ol oils to the skin. 

About 15 years ago she began her research work, de- 
voting two years as advisory counsel to leading movie 
stars regarding diet and exercise, as related to general 
health. These same men and women now purchase her 
products, especially the emollient oils in eight-ounce 





Jacquelin White, Mabel S. Clarks, president of Sans Souci and Cosmeti- 
cian Margarita Wagner. 


bottles, especially packed for them. The size sold to the 
public is four-ounce bottles. 

he formulae she deveioped include rich vitamin 
oils, including avocado, peanut and virgin olive oil. In 
her years of research and study she found that many 
skins reacted poorly to either artificial coloring, wax or 
even a delicate fragrance. Often an allergy was ap- 
parent and this was the direct opposite for which the 
preparation had been prepared. 

Working out her ideas she omitted these irritants. 
Her threat and hand cream are in the form of liquid 
emulsions so that only a few drops are needed. This 
proved so satisfactory to most of the delicate skins 
that her complete short line has been built upon this 
same premise. “You can eat any of my products,” said 
Mrs. Wagner, “for only edible oils are used.” 

In addition to the liquid emulsion there is a cleans- 
ing cream, for the teen-ager, a petal skin oil and a spe- 
cial bland preparation for extremeiy oily skins, one 
foundation cream in three tints, powder of unusual 
fineness and unusual tints in lipsticks that are limited 
to six shades. 

Mrs. Wagner’s work had been almost exclusively 
custom, until her friend Mrs. Agnes Nagler, of The 
Fair, insisted that she place it on the ccunter for the 
public to try. That resulted in her chemist leaving the 
laboratory during the daytime to assist women in the 
application of the products. 

Each customer is a personal challenge to Mrs. Wag- 
ner. The real task she finds is to instill in a woman’s 
mind the correct way to use toiletries. 

In addition to the sale of cosmetics Mrs. Wagner 
studies the facial contour of each customer and gives 
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the woman a written list of exercises to increase circu- 
lation to sagging muscles and then advises her how to 
strengthen them. 

Mrs. Wagner works two days in the loop store and 
two in the Oak Park branch of The Fair and the re- 
perts are most encouraging to Mrs. Nagler and her as- 
sistants.—Jean Mowat. 


Alibis 
N alibi chart for salesmen covering a year ‘is offered 
by the Whizz of the Walter W. Bribbins Co. as fol- 
lows: 


January: “People spent all their bucks for the holli- 
days. They haven’t anything left.” 

Fesruary: “All my best customers have gone south 
for the winter.” 

Marcu: “Everybody’s worrying about income tax.” 

\pRIL: “People spent too much for Easter clothes and 
spring wardrobes.” 

May: “Too much rain; the farmers worry.” 

June: “Not enough rain; the farmers worry.” 


Juty: “Everybody is away on vacation.” 

Aucust: “Everybody is still away on vacation.” 

SEPTEMBER: “Everybody's back from vacation and 
broke.” 

Ocroser: “My customers are waiting to see how 
the fall clearance will come out.” 

NoveMBerR: “Everybody’s too upset over the elec- 


tions.” 
DeceMBeER: “Customers are spending all their money 
on Christmas.” 


Cosmetics Sell Foundations 


N its present national newspaper campaign Benja- 

min & Johnes, Inc., Newark maker of Bien Jolie bras 
and girdles, strikes a new and welcome note in founda- 
tion garment advertising. The novel approach, which 
is keynoted in the headlines of all the 400- and 1,000- 
line ads, is “make up your figure .. . as you make up 
your face!” 
~ According to the firm’s agency, Dunay Co., this is the 
first time cosmetics have been tied to corsetry. To carry 
out the make-up idea, each ad pictures a Bien Jolie- 
clad model, with some cosmetics item as a prop, and 
the copy makes the tie-in. For example, with the 
woman holding a powder-puff, copy states: “Only Bien 
Jolie gives you ‘makeup’ fit because like custom- 
blended cosmetics, Bien Jolie is ‘body-blended’ for 
your individual type.” 

Important aspects of this campaign are the good 
tie-in and display pessibilities. Already, Dunay reports, 
department stores are setting up cosmetics displays 
right in the corset departments. In addition to the 
$60,000 being spent by Bien Jolie on this newspaper 
campaign, there will be cooperative advertising by the 
stores. 


With the growth of industrialization the purchasing 
power of Asia is in its transition. The giant is waking 
up; it will soon become the focal center of world markets. 
—Venkatrao Sista, Managing Director, Sista’s Ltd., Bom- 
bay. 
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How Clove Became Vanilla 


AR was being talked about everywhere in France 

and its colonies on July 19, 1870. To every French- 
man from Napoleon III down to the lowest farmhand 
it seemed “only yesterday” that war with Austria 
ceased; now came the disturbing news that Prussia un- 
der William I and the German States were to be the 
enemies. Again Frenchmen rallied to the colors, and 
Georges de Laire, like his fellow chemists, donned an 
army uniform. The short war—it ended on May 10, 
1871—cost France Alsace-Lorraine and _ considerable 
money in indemnity. But for de Laire, war’s end 
brought honor and profit. Instead of confining his work 
largely to coal-tar dye development, he switched to the 
field of essential oils. This resulted in developing a 
method for making synthetic vanilla—vanillin—from 
clove oil, and the establishment of a plant to make the 
fragrant flavoring. 

Today the United States alone produces annually 
about 700,000 pounds of vanillin, the equivalent of 
vanilla extract from more than 9 million pounds of 
beans. So important has vanillin become that bean 
imports have dropped to less than 2 million pounds, 
from a high point 5 times as large. 

Born at Ambierle, France, on October 26, 1836, de 
Laire attended the usual primary schools but was un- 
decided on a course to follow thereafter. His cousin, 
A. Bouquet de la Grye, aided him in this respect by 
suggesting a course at the Conservatory of Arts and 
Crafts. This schooling was followed in 1855 by tech- 
nical work in the laboratory and chemical plant of 
Théophile Jules Pelouze, a famous chemist of that day. 
The plant was at Monnaie. Another worker was Charles 
Adam Girard, who became a fast friend of de Laire. 
30th became interested in coal-tar dyes in 1856, be- 
cause in that year William Henry Perkin, an English- 
man, had invented a mauve dye, the first of its kind 
made from aniline, derived from coal tar. 

De Laire and Girard did some work in the prepara- 
tion of nitrobenzene, which the plant sold to soap mak- 
ers as a perfume. They visited and sometimes stayed 
at the home of A. W. Hofmann, chemistry professor at 
the Royal College of Chemistry. Hofmann was able 
to assist the men because he, too, had been doing 
much work with benzene and aniline dyes. 

De Laire continued to work on coal-tar dyes until 
the Franco-Prussian war interrupted him. For about 
one year after the end of this struggle, de Laire con- 
tinued with coal-tar dye work, then stopped short, be- 
cause German firms had become leaders in dye devel- 
opment. 

In searching for a new field in chemistry, de Laire 
sought Hofmann’s advice. The latter introduced de 
Laire to his brother-in-law. T. Tiemann. Tiemann, 
also a chemist, had succeeded in producing synthetic 
vanilla from coniferin, a glucoside derived from the 
cambium of trees. Girard obtained a license to manu- 
facture under Tiemann’s patent and de Laire followed 
his example by opening a plant at Grevelle in 1877. 
The concern named De Laire Chemical Com- 
pany, and the plant was later moved to Issy. 

De Laire used the process until 1890, when he could 
not get enough raw material for commercial produc- 
tion cf vanillin. The following year de Laire suc- 


was 
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ceeded in finding a substitute raw material and in 
working out a process for making the vanillin from it. 
The raw material was oil of clove. The active ingredi- 
ent which gives the oil its characteristic odor was found 
to be eugenol, or 4-allyl-2-methoxyphenol. 

De Laire’s plant became a successful producer of 
vanillin from clove oil, and other concerns operated 
under his patents. In the United States, the Monsanto 
Chemical Co., St. Louis, made vanillin from eugenol 
in 1904, but this was discontinued in 1929, when Mon- 
santo developed another process. This has recently 
been superseded by still another process using waste 
liquor of sulfite paper mills as raw material. 

The original de Laire process, however, is still in use 
to some extent. It consists of pressing the cloves for oil, 
which is then treated with alkali to separate terpenes 
from eugenol. The eugenol is subjected to heat and 
pressure to form iso-eugenol, which is treated with 
nitrobenzene. This reaction produces a salt of vanillin. 
The salt is treated with sulfuric acid to make com- 
mercial vanillin. 

It was not long after developing this process that de 
Laire’s health began to fail. His son, V. de Laire, now 
president of the de Laire company, relieved his father, 
who retired to a country home, where he died on No- 
vember 19, 1908.—Oilways. 


Non-Spattering Dentifrice 


CCORDING to the makers of a new dental prepara- 
“Ation, glycerine has solved the dentist’s problem of 
pastes which splash and splatter when used for cleaning 
teeth with mechanical equipment. The product is made 
solely for professional use, and it is one of the first of 
such compounds to be made available in ammoniated 
form. The doctors who developed it explain that glycer- 
ine was the only binder they found which provided all 
the qualities they desired, including the non-spattering 
property. 

Chief ingredients are dibasic ammoniated phosphate, 
carbamide, a synthetic detergent, and pumice, which are 
held together by glycerine to form a smooth paste which 
does not separate or dry out. Glycerine’s plasticizing ef- 
fect and the good consistency it imparts allow the paste 
to be used without water, which accounts for the absence 
of spattering when it is applied by mechanical means. 
Glycerine is also said to help preserve the high ammonia 
content during shelf life. 


Opinion Research 


HE use of [opinion] research is to be welcomed in so 

far as it makes business men more aware of public 
opinion and hence of their companies’ public responsi- 
bilities. Opinion study is a kind of organized eavesdrop- 
ping. It may be a first step in a company’s efforts at com- 
munication, but it is not communication itself. True 
communication can take place only between parties in 
direct contact, when there is a continual exchange of 
ideas and a simultaneous mutual influence. This can 
happen only when human beings are treated as members 
of groups which live and act together, rather than as 
isolates pouring ideas through a series of anonymous 
agents into the hopper of a tabulating machine.—Leo 
Bogart. 
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OSMETIC type or toiletry dentifrices are still with 
us in a big way, largely because of heavy advertis- 
ing and their refreshing taste. But the therapeutics that 
followed each other so quickly—ammoniated in 1949, 
penicillin in 1950, chlorophyll in 1951—have accom- 
plished at least one objective: the therapeutic dentifrice, 
no matter which variety will win, is decidedly here to 
stay. 

As a result, the decision gnawing at most dentifrice 
executives is which therapeutic variety will pay off on 
the millions of research, marketing and advertising dol- 
lars it takes to launch a mass-consumed product. 

Mest companies’ laboratories are feverishly at work 
both on new varieties of therapeutics and improve- 
ments in present brands. And they are eyeing each 
other warily to see who will discover soonest and most 
definitely what the ubiquitous consumer, who so far 
isn’t telling, will buy. 

Perhaps most significant at the moment is Pepso- 
dent’s four-city test of Chlorogene, a tooth paste whose 
active ingredient is nature’s odor-destroying chloro- 
phyll. The company says the product is definitely in 
competition with Pepsodent, which got well over 
$1,000,000 worth of advertising last year. 

Test ads claim that chlorogene “destroys mouth 
odors, fights tooth decay and combats common gum 
troubles.” Ads are running in Columbus (Ohio); Port- 
land (Me.), San Diego and Winston-Salem in newspa- 
pers and radio, plus television in Columbus and San 
Diego where it’s available. Originally scheduled to run 
from April to October, the tests are now extended 
through next spring to gauge repeat sales more care- 
fully. Further, the product name may be changed to 
Chlorodent because of its stronger dental connotation. 

The major problem with Chlorogene, like other 
chlorophyll products, is that it’s green. While the 
company says that practically anyone can be coaxed 
through advertising to buy at least once, it wants to 
make sure repeat sales of the green tooth paste follow 
a strong pattern. 

Actually, Chlorogene isn’t the first chlorophyll tooth 
paste to appear on the consumer market, although it is 
the first to be backed by substantial consumer adver- 
tising. Rystan Co., Inc., markets Chloresium, which it 
promotes only ethically, but which consumers may buy 
at drug stores. Chloresium, labeled the “therapeutic 
chlorophyll dentifrice,” more conservatively claims that 
it “deodorizes bad breath due to oral causes and helps 
relieve symptoms of minor gum disorders.” 

The Rystan Co., formerly a licensee of the Lakeland 
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Therapeutic Dentifrice Trend 


Ammoniated, penicillin and chlorophyll dentifrices now 
on the market contending for leadership. ... Therapeutic 


dentifrices here to stay according to Tide commentator. 





Foundation, purchased all chlorophyll patent assets 
from the foundation in 1950, and licensed Pepsodent to 
produce its brand, Chlorogene or Chloredent. Al- 
though most big companies are rumored to be experi- 
menting with chlorophyll, too, O'Neill Ryan, Jr., 
president of Rystan, says that so far no one but Pepso- 
dent, which has an exclusive U.S. license for its tooth 
paste, has approached the company. 

Meantime, the Council on Dental Therapeutics of 
the American Dental Assn. has classified dentifrices 
containing chlorophyll derivatives as the active ingredi- 
ent in its “Group C.” That means that ADA considers 
the “evidence is so limited or inconclusive that the 
products cannot be accurately evaluated.” 

Last year’s entrant in the therapeutic dentifrice race 
was a penicillin powder, Dentocillin, manufactured 
by Andrew Jergens Co. It is still the sole penicillin 
contender on a national scale. However the Bristol- 
Myers Co. is distributing Ipana penicillin tooth pow- 
der to dentists in New England. Whitehall Pharmacal 
Div. of American Home Products Corp. and Lambert 
Pharmacal Co. also have penicillin powders about 
ready to go. Whitehall’s Penident and Lambert’s Cari- 
cillin, however, are apparently both being held up 
until the government clarifies is position on over-the- 








“It's my little beauty-wagon!" 
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counter sale of penicillin. Further, Procter & Gamble 
Co. is rumored to have a penicillin powder in the 
works, as is E. R. Squibb & Sons, Sterling Drug, Inc., 
and Colgate-Palmolive-Peet. 

So far marketing penicillin powders is a mighty 
problem. First, the Food & Drug Administration for- 
bids over-the-counter sale of penicillin and a den 
list’s prescription is necessary to buy the powders 
(though they do come in ready-made packages). Sec- 
ond, each batch has to be certified by the government 
with an “effective until” date stamped on it, similar to 
that on camera film. Third, although most doctors 
and companies claim that there is no hazard in using 
the tooth powder many 
penicillin-resistant or 
complaints. 

Dentists L. S. Fosdick, W. E. Ludwick and C. W. 
Schantz guardedly endorsed the penicillin dentifrice 
theory in the ADA Journal in part as follows: ‘The 
absorption of some antibiotics and enzyme inhibitors 
into dental plaques has been determined. It was found 
that the only compound that imparts a lasting effect 
on the mouth is penicillin. Since this was the only 
compound that was retained by the plaque material, it 
was suggested that the cause of the persistent action is 
the absorption or retention of the material in the 
plaque.” Effects of penicillin were reported to last in 
the mouth for 24 hours, compared to the 20 to 30 
minute effect of most other dentifrices. 

Besides ammoniated, penicillin and chlorophyll den- 
tifrices, a few companies are experimenting with fluor- 
ide on the basis of tests which some time ago suggested 
it helped prevent decay. So far, tests do not prove con- 
clusively that sodium fluoride applied to the surface 
of the teeth helps prevent decay. The Council on Den- 
tal Therapeutics currently labels fluorides “unaccept- 
able.” 

What may be a sleeper is still another dentifrice 
made with sodium undecylenate. Skin Tested Drug 
Products, Inc., which markets Cyl-dent, says its prod- 
uct whitens the teeth and removes stains, such as to- 
bacco.— Tide. 


consumers fear becoming 


developing allergies or other 


Spend More Tax Less 


66". HERE is one false belief which, in the light of our 
scientific knowledge, should be as dead as the 
theory that the earth is flat. Scientists have conclusively 
demonstrated as laws of nature that perpetual motion is 
unattainable, as are other forms of obtaining some- 
thing for nothing. Yet this tenaciously held belief, dis- 
guised in many forms, is as popular today as ever. At 
its best, it is wishful thinking—at its worst, the root of 
much of the evil in the world. It is the lure of gamblers 
and swindlers. Many politicians are corrupted by it 
and foster the belief that government can beth spend 
more and tax less.”"—Dr. R. C. Swain, American Cyan- 
amid Co. 


Every organization has two selling jobs to do: one 
external, the other internal. And both are eternal... 
come war or peace, boom or bust.—Phoenix Flame. 
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Favorite Christmas Gifts 


ave hundred companies which give Christmas gifts 
to their employes, customers, suppliers and other 
business friends were surveyed by Fortune magazine to 
find out what, other than mcney to their own em- 
ployes, was found to be the most popular Christmas 
gifts. 

Here are the ten most frequently chosen presents: 


AVERAGE 
PRICE 

$ 8.82 
4.23 
16.47 
11.01 
5.71 
1.72 
9.72 
28.06 
4.45 
13.81 


4 


SCWPNAUSWN—O 


EMPLOYES 

- Food products 

. Liquor 

. Household gifts 

. Gift certificates 

. Leather goods 

Perfumes, cosmetics, toiletries 
Wearing apparel (men’s) 

. Jewelry 

. Wearing apparel (women's) 
. Sporting goods 


_ 


AVERAGE 
PRICE 

.$ 2.46 
5.62 
4.98 
6.77 
10.72 
5.07 
4.05 
3.66 
15.06 
35.62 


4 
° 


BUSINESS FRIENDS 

. Food products 

Leather goods 

- Household gifts 

. Jewelry 

. Liquor 

Wearing apparel (men’s) 

. Wearing apparel (women’s) 
. Perfumes, cosmetics, toiletries 
. Gift certificates 

. Sporting goods 


CL MNAUS WN = 
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Chlorophyll 


EDICAL science—probing the atoms and mole 

cules for new “miracle” drugs—has stumbied over, 
perhaps, the most remarkable of all. Where? Growing 
on a tree outside the laboratory! Its name—chloro 
phyll. Chlorophyll, inain ingredient in green leaves, 
has been feund to possess highly important healing 
properties—it repairs tissues, retards tooth decay, heals 
burns, banishes cdors. Tried cn 50 chronic ulcer cases, 
the American Journal of Surgery reports 48 greatly 
helped, many cured. Tested at Hahneman Hospital 
against 11 other healing agents—including penicillin 
Dr. T. C. Barnes found chlorophyll healed wounds 
fastest. In experiments with students of Loyola, chlo 
rophyll cured ulcerated gums, retarded tooth decay. 
Other tests showed chlorophyll accelerates burn heal- 
ing, banishes wound odors. Dr. Bowers (Winter Gen- 
eral Hospital), after prolonged observation, wrote in a 
medical journal: “Chlorophyll is the best agent known 
today for tissue repair.” Thus science adds a new 
healing compound—one more arm in the _ battle 
against disease and injury. Still largely restricted to 
doctors, its use is spreading.—Rystan Co. 


Did you know that the American consumer is now 
paying more in taxes than he is spending for food? 
Last year’s official figures show that the nation spent 
$52,500,000,000 for food, and paid about $57,000,000,- 
000 in taxes. The totals are based on the fact that all 
taxes are included in the price paid by the finished 
product buyer.—Paul S$. Willis. 
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RETAIL BUYERS REPORT 


Middle West Business Fair; Promotions, Make-Up 
Classes Paying Off; Perfume Samplers a Hit 


JEAN MOWAT 


Chicago—Buyers here in the 
Middle West report that cosmetic re- 
tail business is, in general, fair and, 
in some cases, not so fair. That may 
be due to a lack of presentation o! 
new items, a number of which are 
really quite worthwhile. One store, 
which has promoted such merchan- 
dise, reports that 
that of last year 
buying. 


business equals 
a period olf scare 


In general, retailers are complain- 
ing less than in recent years. Still, 
there are quite a few thorns in their 
eye. 


Retailers’ Com plainés 


The first thorn is the length of 
the treatment lines, the unnecessary 
array of nail, lipstick and cream 
rouge colors which overlap and 
only add up to high inventory. 

“Every manufacturer seems to be 
lieve that an addition to his line is 


going to mean the sale of a billion 
new jars in that one item,” said one 
Minneapolis buyer. “But, on the 


contrary, it takes a full season and 
often two for the public to even so 
much as realize that an addition has 
been made. We feature it in ads, dis- 
play it on the counter and talk 
about it to the customer, but she 
has to be convinced before she digs 
into her purse.” 

This buyer also pointed out that 
where once upon a time a line in- 
cluded a stable type of cleansing 
cream, now it has at least two 
often three. There are always a 
range of treatment creams; moisture 
type, dry, oily, average, night, day, 
with specials for the neck, the hands, 
the eyes, etc. For nails there is al- 
most as great a range, for there are 
creams for the hands and there are 
necessary lotions, the remover, the 
oils (at least two), the base coat, the 
top coat, and then the protective 
coat to prevent chipping. 

Cosmetics manufacturers are oOp- 
timistic in assuming that by flooding 
the public with fine products that 
women will use a good proportion 
of them. If you ever stopped to con- 


o! 
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sider what the trade offers the con- 
sumer for her vanity table you 
might well be impressed with the 
report that business is “fair” for it is 
scattered that an inventory is 
needed to check on sales. 


so 


Excessive Lines 


Here is a list of what the cosmetic 
nanufacturer really expects a 
woman to have on her vanity table: 
Cleansing cream, skin builder, uplift 
for toning that usually includes two 
or three items; night and founda- 
tion creams, skin freshner, eye- 
shadow, mascara, eye-brow px ncil 
(also a pencil to touch up the hair 
next the scalp that shows signs of 


color change) rouge for cheek, lips; 
powder for the face and the bath; 
deodorants in cream, liquid; foot 


creams in stick and liquid; at least 
three items for the care of the nails; 
bath salts, bubble bath and water 
softener in addition to at least two 
iragrances in cologne and in_per- 
fume. Total—30 items. This does 
not include the various additional 
creams for acne, moisture effect, 
and a half dozen other items you 
may think are omitted as sham- 
poos, etc., and properly so. Yet every 
line seems to offer these. 


Fashion Tie-in 


Representatives of leading manu- 
facturers frequently state that they 


| do all but get behind the counter to 
sell the merchandise. Then why not 
tie in cosmetic sales with current 
events? During the past month vir- 
tually all major papers in the 
Middle West devoted a section to 


men’s fashions—no mention of cos- 
metics was made—and one _ to 
women’s in which there was a col- 
umn of chatter about new pramects. 

Even more impressive were the 
many pages of retail advertising de- 
voted to the college man and 
woman. Cosmetics, except for a 
short excerpt were not represented. 
The St. Paul—Minneapolis papers 
cater to the largest group of students 
in this area—but lacked cosmetic 
news to aid them. 





Perfume sales pick up across 
the country; sampler packages 
a hit; cologne sticks sell well 
despite winter season; treat- 
ment, indelible lipstick volume 
good. 


+ 
Toe-hold of men’s line inse- 


cure; loom large as Christmas 
gifts. 


* 
Potentialities of rural distribu- 
tion system indicated: Califor- 
nian specialty shop chain 
leads movement to smaller 
and more local markets. 





Wisconsin has an university and 
private schools which attract thou 
sands of students into the ara, all 
of whom are future retail customers. 
But its local papers, too, lacked cos- 
metic News. 

Detroit and Chicago both 
several outstanding universities and 
schools. The local papers carried 
plenty of advertising appealing to 


house 


students, but cosmetics were neg- 
lected. And the same sad story goes 
for St. Louis. 
Make-up Classes 

Detroit stores talked about the 
creme, indelible lipstick, and Crow- 


ley’s stepped from the beaten path 
to have daily classes in make-up. 
Clinics of this type bring in_ busi- 


ness for months. Crowley's cleverly 
called their promotion an “art 
school.” Hudson's suggested the 
new wave for quick smartness. This 


is an idea sweeping this area. 
Kansas City gave a new twist to 
the hair presentation and included 
the new deodorant and a combined 
twosome treatment for younger 
looks. Minneapolis stressed the new 
colors for lips and nails and the 
super value of non-allergic creams 
had a field day ina special sale. Mil- 
waukee followed this same plan, 
but introduced new fragrances. 
Chicago stores gave more space to 
new products than is usual, from 
the new colors for lips and nails, to 
new fragrances in stick cologne 


(which is expected to hang on well 
through the cold months). Moisture 
firming 


types creams, brands, and 
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new colognes made their appeat- | 
ance. New perfumes were intro- 
duced. Perhaps this is the spot to 
say that the samplers of half a dozen 
fragrances are paying off—well. 

Perfume has always been featured 
as a luxury item and the Middle 
West just doesn’t “fall” for that 
kind of talk. True the consumer 
publication ads gave it a glamour 
but somehow women steer away 
from it. 


Perfume Samplers Big Sellers 


Less than a year ago the first 
“sampler” of perfumes was placed 
on the market. The producer held 
his breath. Today he is gasping for 
it, so big has the business become 
and his competitors are following in 


| there is 


| this time of year.” 





| already 


his steps with equal success. Today, 
not a buyer who fails to 
mention that the sale of perfumes is 
far and away beyond anything for 
Almost like holi- 
day selling, except the women are 
buying them for themselves,” is the 
concensus opinion. 

The latest idea has been cleverly 
conceived for in a decorated poly- 
ethylene bag are 10 fragrances from 
five different makers. And women 
are telephoning their charge ac- 
count stores for fragrances included 
in this packet. The fragrances are in 
the tiny vials usually given by stores 
at its major fashion shows. But the 
result is a good sale in all of the 
stores and the variety of fragrances is 
indicative of the smartness 
of the sampler theme. 


Samplers’ Promotions Spur Perfume Sales Revival; 
Broadening of Cosmetic Markets Seen 


DON COWLING 


Los Angeles—A healthy soos 
in perfume sales is now plainly per- 
ceptible. Some of this upturn is sea- 
sonal, of course, but the revival is 
stronger than that. Some buyers are 
inclined to credit Ciro’s trial pack- 
age, or sampler, which was followed 
so promptly by Coty, for giving per- 
fume sales the much needed shot in 
the arm. One buyer said that his per- 
fume business has been good ever 
since he launched the Ciro promo- 
tion. This buyer announced that re- 
turns from a mailing insert on Ci- 
ro’s package ran over 4 per cent, 
which is not only praise for the in- 
sert but an indication of a public 
readiness for such a package of per- 
fumes. 


Samplers Boost Entire Perfume Line 


This same buyer is convinced that 
his sales of both the Ciro and Coty 
packages not only failed to affect his 
sales of regular perfume sizes ad- 
versely, but boosted them. “Perfume 
sales have been down for so long a 
period this time,” he said, “that 
women found that they were ready 
to buy perfume when the proper in- 
centive was offered them.” Another 
felt that while so far perfume sales 
generally have been benefited by 
these low price promotions, such a 
promotion can be overdone. “There 
will be more promotions of this type 
coming along,” he said, “and my at- 
titude toward them will be indicated 
by business conditions. If my busi- 
ness is good when these low price 
samplers are offered I won't be too 
hot for them. But if my figures are 
down I will welcome the opportu- 
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| state affairs. 


chandise. 








nity for the extra will 


bring me.” 


sales they 


The Joseph Magnin Chain 


Cyril Magnin is one of North- 
ern California’s leading merchants. 
Heading the chain of 10 fine spe- 
cialty shops founded by, and bearing 
the name of his father, Joseph Mag- 
nin, he is also a leader of civic and 
And he is rapidly ex- 
panding his business on the theory 
of decentralization. “The national 
policy of the redistribution of 
wealth,” he said, “plus Western good 


| roads, have brought about a change 


in the selling of high quality mer- 
Areas formerly regarded 
as suburban, or even rural, with the 
taste for the type of merchandise 
predicated for such areas, and the 


| ability to pay in such brackets now 
| are definitely 
| priced items.’ 


prospects for high 

The Joseph Magnin chain has 
stores in Reno, Sacramento, Walnut 
Creek, Palo Alto, San Mateo, and 
will open one in Las Vegas shortly, 
in addition to the one in downtown 


| San Francisco. And all the stores do 
a first rate business in expensive per- 


fumes and treatment lines. Prac- 
tically all the top lines are carried, 
and turnover is excellent. Cyril Mag- 
nin points out the possibilities for 
the sale of top quality lines in such 
cities as Stockton, Fresno, Santa 
Rosa, Salinas, and others, as soon as 
the opportunity is recognized and 
stores capable of presenting such 
merchandise are opened. 

Cyril Magnin’s success is a con- 
vincing indication of the truth of his 
prophecy that in ten years the West 


| Coast market for fine perfumes and 








top quality treatment lines will be 
doubled by the opening of fine 
stores in many cities in this area 
whose inhabitants now are depend- 
ent upon charge accounts in Los 
Angeles or San Francisco for their 
purchases of this type of merchan- 


| dise. 


An undercurrent of a change in 
merchandising policy is becoming 
evident in this area. Whether it is 
due to the impending change in 
demonstration and PM promotion 
or not, the trend is toward an in- 
creased interest on the part of the 
most expensive lines in the better 


| specialty shops, with a correspond- 


ing decrease in interest in crowded 
department store toiletries sections. 
One department store buyer, who 
has always had a long waiting list of 
manufacturers wanting to open full 
time demonstrations in his already 
overcrowded department said that 
plans are already drawn for substan- 
tially decreasing the size of his de- 
partment after the first of the year. 
Whether such a change will actually 
be made or not is anybody's guess at 
this time, but certain manufactur- 
ers, and particularly importers, are 
thinking much more seriously along 
specialty shop lines than they were a 
year ago at this time. 


Treatment, Lipstick, 
Perfume Volume Good 


LEE MCKENNON 

New Orleans—Sales in cosmetics 
have picked up to a gratifying vol- 
ume, buyers report. Customers are 
extremely interested in treatments 
and perfumes and are buying a nice 
quantity of indelible lipsticks. Har- 
riet Hubbard Ayer’s Clove Carna- 
tion has sold extremely well and the 
buyer in one store seemed to feel the 
flavor was not so much responsible 
as the carnation slant in the name 
and advertising. Schiaparelli’s Red 
Wine is also a favorite and selling 
nicely. The buyer praised Schiapa- 
relli's newspaper mat featuring the 
wine glass holding lipstick . Said 
it pulled excellently. 

Gourielli’s Emulsion Soap and 
Sulfo Cream, which was advertised 
in the local papers with a photo of 
two teen-agers, enjoyed a brisk sale 
during the back-to-school rush and 
is continuing to be a_ favorite. 
Gourielli always sells, one buyer 
said, with a good product so beau- 
tifully packaged, but the emphasis 
on blemish correction boosted the 
regular volume. The buyer added, 
however, that packaging two items 
together led z customers to as- 
sume there would be a reduction in 
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price and a number were disap- 
pointed to learn the regular price 
applied. 

The Ogilvie Sisters’ “Hair Treat 
Trio” promotion was approved of 
by the buyers. The agreed that the 
Creme Set which is such a favorite 
helped sell a nice volume of the Hot 
Oil Shampoo and the Permanent 
Wave Shampoo which usually do 
not move so well as the Creme Set. 
Advertising the three together was 
commended. 

Elizabeth Arden’s representative 
was in town early in October and 
the buyer was extremely enthusias- 
tic about her abilities . said sales 
zoomed and the Moisture Treat- 
ment promotion Was a tremendous 
success. The buyer mentioned that 
the words, “Moisture Treatment” 
seem to lure the customer and the 
quality keeps her coming back. 

Gourielli's Sport of Kings set of 
men’s lotion, cologne and shaving 
soap hasn't sold too well so far in 
spite of good local advertising but 
the buyer feels that since it just 
missed the back-toschool rush, it 
will be a holiday favorite since that 
is the season when men’s cosmetics 
sell best. Customers have been in- 
trigued by the novelty boot talcum 
container. 


Perfume-Fashion Tie-in 
Failing in Pittsburgh 


LENORE BRUNDIGE 


Pittsburgh—A [fashion tie-in with 
perfumes has not had exceptional 
acceptance here. Although it has 
been promoted in some regions, 
most buyers here feel its importance 
is over rated. 

According to some of the oldsters 
in the cosmetic business here, the 
term “Beauty Clinic” which has so 
frequently been employed as a pro- 
motional feature is outmoded. 

“The word ‘clinic’ has been asso- 
ciated in the public mind with a 
last-resort step whenever anyone has 
a serious illness,” one merchandise 
man recently said. “Anything asso- 
ciated with beauty should connote 
happiness, joy and a sense of well- 
being. The word ‘clinic’ sounds too 
much like a hospital.” 

This subject came up at a recent 
promotion in this city when a num- 
ber of representatives spent an en- 
tire week here. Although the week 
had been adequately promoted, the 
crowds were smaller than on previ- 
ous occasions. 

“It’s a mistake to evade the $5-or- 
above item; women aren't fright- 


ened by that price tag today” a num- 
ber of salesgirls in this city believe. 
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The cost angle in relation to cus- 
tomer opinion was given a spot 
check to find out how the girls be- 
hind the counter regard such items. 
Although the volume of business 
continues to be in the $5 or under 
items, there is much less customer 
resistance to the $5 price tag today 
than there was a year or more go 

Service men’s kits have become 
more active in recent months, par- 
ticularly those equipped with plastic 
containers. While no special push 
has been given them thus far, buy- 
ers are convinced that they will be 


in demand as the holiday season 
draws nearer. 
“Why don’t nail polishes come 


with brushes long enough to reach 
polish after it has passed the half- 


been asked by women who are an- 


noyed by tipping a bottle while giv- 


ing themselves a manicure. An ex- 
tra quarter of an inch on the shaft 
of a polish brush ought to be easy 
enough to add. 

The new lanolin base brush-on 
conditioner for nails and cuticle has 
had good reception here. Ease of 
application has been the big factor 
in customer acceptance, it re- 
ported. 

The new spray-on temporary hair 
coloring is expected to go over with 
a bang. It was introduced here at a 
retailer’s show. Since hair coloring 
items have, in the past, proved to do 
very well, the product is expected 
to be readily accepted—particularly 
in view of the coming social activi- 
ties this winter. 


is 


Publicity Pays: Dallas Newspapers Cooperative; 
Nail Polish-Lipstick Tie-in Profitable 


way mark?” is a question that has 
JEAN ROBERTS 
Dallas—A new cosmetic center 


has hit the Dallas limelight with the 
opening of Neiman-Marcus’ new 
Town and Country store in the sub- 
urbs. Specializing in Elizabeth 
Arden and Charles of the Ritz, it 
will carry many other preparations. 


From Neiman’s downtown - store 
came a mailing piece on Velo- 
Derma, the “complete beauty treat- 


ment.”” Results were reported ex- 
ceedingly good. 

Indelible lipsticks continue to set 
new records in all stores with Hazel 


Bishop, Helena Rubinstein and 
Dorothy Gray leading the field in 
that order. Introduction of Revlon’s 


new indelible stick brought instan- 


taneous response. 


Nail Polish-Lipstick Tie-in 


Nail polishes have taken a spurt 
in some stores, too . . . those whose 
clerks have been instructed to sell 
polish to go with the new lipstick 
shades. Clerks report the tie-in 
works beautifully and in a majority 
of cases a lipstick buyer will walk 
off with matching nail polish. 

The value of straight publicity 
on a product is becoming more and 
more evident and the Dallas news- 
papers are very cooperative about 
presenting items with news value in 
their women’s sections. Tiche-Goet- 
tinger brought to Dallas Alexander 
of Revlon who spent three days in 
the stores to show women how to 
properly use make-up. His visit, an- 
nounced by a long column and sev- 
eral action photographs, brought 
crowds in to see him at work and to 
ask advice. 


Sanger Bros. promotion on three 
creams led to fine sales of Dorothy 
Gray's “Dry Skin,” Barbara Gould’s 
“Night Cream” and Tussy’s “Beauty 
Plus.” This promotion largely was 
done by newspaper. Sanger’s depart- 
ment head reports that the Ciro 
“Sampler” with its five different fra- 
grances for a low price continues 
to be a “miracle” seller. Promotion 
last year led to enormous sales. This 
year’s promotion is following the 
same pattern of large sales, in fact, 
the department has run out of the 
item several times. 


Use of Television 


Television continues to get more 
and more use as an advertising 
medium by department stores. Sales 
results can be traced because cus- 
tomers usually say they saw the item 
on television. Both Sanger Bros. and 


A.. Harris have daily television 
shows. 

The Texas State Fair, which 
brings hundreds of thousands of 
people into Dallas for the three 


weeks of its duration, has a mixed 
effect on the cosmetic counters of the 
city. 


Fair Brings Mixed Results 


Most department store buyers re- 
port that the fair adds little to their 
business; that big football games 
like the Oklahoma-Texas game 


| which brought 65,000 out-of-towners 


in one day actually hurt rather 
than helped sales. 

Specialty stores, on the other 
hand, report an amazing business in 
gift items particularly. Chain drugs 
report their business helped also. 
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Cincinnati Sales Zoom; 


Stick Colognes, 


Perfume Samplers, Treatments Lead 


MARY LINN WHITI 


Cinecinnati—Alfter holding off on 
toilet goods purchases, Cincinnati 
women had to buy sometime, and 
apparently the time is now. During 
the first cool days after an abnor- 
mally warm fall, they rushed in for 
treatments particularly, and_ for 
everything in general. 


Stock Colognes Hot 


Cool weather or not, they con- 
tinued asking for solid colognes, and 
the local cosmetics merchants plan 
to keep them in stock over the win- 
ter, expecting quite a call for them 
as Christmas gifts. There’s no flag- 
ging of demand, either, for the vari 
ous perfume samplers (Ciro, Corday, 
Coty) around town. 

Pogue reports that early response 
to an ad for Coty’s new “Meteor”’ is 
good. Another perfume going well 
was a purse size copy of the $35 
fancy Goya perfume from England, 
with four fragrances to choose ‘from, 
at 75 cents each. Rollman’s gave it 
three displays, an ad, and an extra 
salesgirl, and it proved worth it. 

Various special promotions paid 
off. For Shillito, it was 78-year-old 
Rose Laird, a dynamo who sells 
huge orders of her quality corrective 
cosmetics every time she comes to 
town. Response to her on TV was 
tremendous. TV spots often do that 
in this area, though buyers assert 
that it depends entirely upon the 
personality of the person doing the 
plugging. Things requiring demon- 
stration generally get a sales boost 
from a TV push. 


At Mabley and Carew, where a 
store-wide sale was in progress, the 
increase in traffic brought pleasing 
general sales in the department. 

Apparently the national advertis- 
ing for Revlon’s “Love That Red” 
is paying well locally, for buyers 
mentioned that without any effort 
on their part, it was being asked for 
often. The same goes for Hazel 
Bishop. Neither of these stay-on lip- 
sticks has resulted in customers com- 
plaints of dryness. Though there 
have been a few such objections to 
Helena Rubinstein’s indelible lip- 
stick, sales of it continue huge. 

At Mabley and Carew Dorothy 
Gray’s treatment special was “‘ter- 
rific’ and the Tussy hormone spe- 
cial (half-price) was off to a good 


“Oils of the 


start. Frances Denney’s 
Wilderness” was hot at $3 for the 
$5 size. 


Built-in Base Polishes Promising 


There’s already a good bit of in- 
terest here in the new nail lacquers 
with the built-in base coats. Rubin- 
stein, Revlon, and Milkmaid all 
have them, and they will be _ pro- 
moted here. 

Another item destined for a big 
push is the children’s beauty kit, a 
“kiddie cabinet” containing tooth- 
brushes, paste, comb, etc., and a 
mirror, with a comic figure on the 
front. One store (Shillito) will put 
an ad on the comic page. 

Some Christmas merchandise is 
being put out as soon as it is re- 
ceived; most stores started their 
splashes on November 1. 

That is a sign of definite confidence. 


Buffalo Business Buzzing; Fragrance Festival 
Successful; Perfume, Soap Sales Up 


MAGGIE FLEMMING 
Buffalo—The annual Fragrance 
Festival was the highlight of the 
month at the Wm. Hengerer Co., 
and its success was much discussed 
since it considerably surpassed the 
financial total of the previous two 
years’ festivals. Front display win- 
dows of the store featured count- 
less shadow-box arrangements, each 
one containing one of the many 
fragrance ensembles carried by the 
store, the overall display being ar- 
restingly decorated by various Buf- 
falo florists. A lilting fragrance 
fountain burbled in the front of the 
store, and complimentary vials of 
miscellaneous perfumes were given 
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to each customer purchasing items 
amounting to $1.00 or over. 

Mrs. Paulette French, Hengerer 
toiletries buyer, pointed out that an- 
other heartening highlight of the 
festival was the fact that volume at 
the Perfume Bar zoomed excitingly 
during that entire week, total sales 
considerably exceeding those of 
other miscellaneous toiletries items. 


Milkmaid Promotion Successful 


Another promotion at Hengerer’s 
that had sensational results was 
Milkmaid, whose $1.00 coloristic lip- 
stick was given with each purchase 
of Milkmaid items. This promotion 
was stimulated by two Milkmaid 


| ing considerably 


representatives, one of whom made 
an appearance on local TV 
great blow-ups of Glamor magazine's 
recent build-up on milk—inside, 
and out (Milkmaid being the “out’’) 
. and an attractive dummy-model 
bathing in a bathtub of bubbling 
milk froth in one of the store’s front 
windows, the bathtub gaily deco- 
rated with Milkmaid’s pastel bow- 
knots. 


Novelty 


The height of whimsy in toiletries 
items was found at L. L. Berger this 
week. It was a gold-finished com- 
pact, a Robert original, whose cover 
featured a pert French poodle—the 
piece de résistance being the lipstick 

case attached which simulated a 
miniature hydrant of gold with fake 
gems studding its top. Despite its 
$15.00 price tag, it did not loom as 
a luxury item, not when one con- 
siders the fun it would create! Out- 
standing in the inexpensive gadget 
category was a tiny black velvet 
drawstring bag, which opened to re- 
veal a round metal perfume case, its 
stopper agleam with the tiniest of 
rhinestones and pearls. 

At J. N. Adam’s, volume re- 
mained steady throughout the past 
month, with ever-increasing — pur- 
chases in perfumes. Favorite new 
fragrances were Matchabelli’s “Be- 
loved,” in complete ensemble, and 
Corday’s “Toujours Toi,’ whose 
popul irity did not seem to be suffer- 
ing from its being in the more ex- 
pensive bracket. 


Soap Selling 


Mr. H. J. Conner, J. N’s buyer, 
remarked that people are not as ap- 
parently stocked up on bulk soaps 
as they have been . for purchases 
of this item have increased consid- 
erably of late, with “stock-ahead”’ 
quantities once more being bought. 

. Shadow-Wave is the newest rave 
here, its “no rinse; less time” pro- 
gram promises to overshadow the 
sales of the other popular home 
permanent kits. Hair coloring is still 
the leading hobby of Buffalo's 
femmes, the net result being that 
Roux, Tintair, Helena Rubinstein 


| and Noreen are all prospering de- 


lightfully! 

As might be expected, Frances 
Denney’s Oils of the Wilderness spe- 
cial sale of the $5 jar for $3 drew the 
customers and had the cash registers 
ringing. The leftover suntans call 
for a rich cream and the name stim- 
ulated interest. 

On the whole, buyers are becom- 

more optimistic. 
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Technical 


Abstracts 





to Determine 
Fatty Acids, F. Dubouloz, Y. Suz- 
anne, and J]. Villiers (Fac. Med., 
Marseille). Bull. Soc. Chim. Biol. 30, 
(9/10), 538-542 (1948). After saponi- 
fication of fatty acids by alcoholic 
KOH, aqueous BaCl, is added 
which precipitates the Ba soaps and 
BaCO,. The excess base is then ti- 
trated with 0.02 N HCl. It is main- 
tained that the procedure is simpler 
and more accurate than other 
methods, particularly gravimetric 
methods. (Thru J. Amer. Oil Chem. 
Soc. 27, 324, 1950) 


A Technique 


ACNE, I have had several re- 
quests for information concerning 
the article “Acne is Conquered” 
from the February 1950 issue of The 
Woman. The authors apparently 
claim nearly a 100 per cent cure in 
acne. Can you give me any informa- 
tion concerning the preparation 
used? Howard L. Warring, M.D., 
Hartford, Conn. Answer—The treat- 
ment referred to was recommended 
in “Photosensitization Therapy of 
Acne Vulgaris,” New York State 
Journal of Medicine (48:14 July 15 
1948). The patients are advised to 
apply nightly the ointment which 
contained crude coal tar, sulfur and 
sulfathiazole, 5 per cent of each in 
equal parts of wool fat and Lassar’s 
paste. The black ointment, which 
stains bed linens, is removed the fol- 
lowing morning with soap, watet 
and sulfonated oil. This procedure 
is to be followed for seven days, by 
which time the skin should become 
sensitive. It is then to be exposed to 
ultraviolet rays or to bright sun- 
light, overe x posure being prevented 
by the patient's threshold of pain 
tolerance. The treatment is to be 
continued for one month, and any 
recurrences are controlled by occa- 
sional applications of the ointment. 
With this regimen the authors 
report an astonishing 100 per- 
cent-cure in two to sixteen weeks in 
their last 100 cases, regardless of the 
severity or type of acne, and in ap- 
proximately 500 cases they en- 
countered no instances of acneform 
lesions from the tar or of dermatitis 
from either the sulfur or the sul- 
fathiazole. The article in The 
Woman is essentially a reprint of 
one in Pageant (August 1949) titled 
“Found: A Treatment to Cure Acne 
100%.”" It is a sensational type of 
article. There have not been any re- 
ports in the literature to confirm or 
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deny such results. Experienced der- 
matologists are skeptical of any 
treatment for acne for which 100 
per cent cures are claimed, and 
many of them question the advis- 
ability of deliberately sensitizing 
exposed area of skin to sunlight, 
particularly in young women, for 
fear of precipitating serious reac- 
tions, such as acute lupus erythe- 
matosus. (From J. A. M. A. /43, 
780, 1950) 


Mouthwash. (C.A. 45, No. 2, 
827, 1951) Max H. Sandberg. U.S. 
2,527,686, Oct. 31, 1950. To a 
mouthwash soln. of ZnCl, 2, com. 
formalin 0.5, papain 100, and malt 
100 parts with cassia oil 1.5, oil of 
cloves 0.5, saccharin 0.5, EtOH 40, 
and water 1000 parts by wt. is 
added 25 grains of NaF or 


NH,F.HF. 


Highly Pure Aluminum Salts 
of Acetic Acid and of its Homo- 
logous, Water-Soluble Acids. 
(C.A. 45, No. 2, 828, 1951). Steinkoh- 
lenbergwerk Rheinpreussen Chem- 
ische Werke (Walter Grimme and 
Friedrich Josten, inventors). Ger. 
890,406, Nov. 6, 1950 (Ci. 120.11). 
They are prepd. by causing pure, 
preferably distill ible Al alcoholates 
to react with HOAc or with its 
homologous, water-sol. acids and 
water (mol. proportions 1:2:1) at 
room temp. Al sec-butoxide 246 kg. 
and 87% HOAc 138 kg. were mixed 
ata max. temp. of 35° and the re- 
sultant water-free mixt. of Al diace- 
tate and sec-BuOH was air-dried 
at a max. temp. of 35°. A water-sol., 
BuOH-free product was obtained 
which is useful for the prepn. of aq. 
soln. and as a carrier for anthelmin- 
tic medicaments. 


Detection of Mineral Oils in 
Fatty Oils. (C.A. 45, No. 2 881, 
1951) H. Patzsch (Duisburg, Ger- 
many). Pharm. Zentralhalle 89, 302- 

(1950) —The rapid sapon. test of 
Mendritzki (C.A. 44, 2772a) is of 
value only as a preliminary qual. 
test. If the fatty oils are pure, the 
sapond. Soln. remains clear, but if 
larger amts. of unsaponifiable mat- 
ter (I) are present, a milky turbidity 
develops. In this case, it must be 
detd. whether mineral oil or other 
I causes the turbidity. 
even if the soln. is clear, it is still 
possible that white mineral oil 





However, 


present since small amts. 


(up to 
10%) of 1 are sol. in the soap soln. 
In such seemingly neg. cases, the 
detn. cf I is a necessity. 

Rudolph Seiden 


Stability of Gifford Buffer So- 
lution. (C.A., 44,422, 11017-8, 
1950) Henry E. West and Stephen 
Wilson (Univ. of Pittsburgh, Pitts- 
burgh, Pa.). J. Am. Pharm. Assoc., 
Pract. Pharm. Ed. //, 432-3, 446 
(1950).—From a series of data the 
following conclusions are drawn: 
(1) these solns. tend to increase in 
pH during storage; (2) the rate of 
increase in pH is rapid at first and 
slows down with time, with very lit- 
tle change after 6 months; (3) Dur- 
ing the 6 months the greatest in- 
crease was one pH unit, with the 
increase being slightly — in 
the lower pH ranges; and (4) col- 
ored glass has very little if any ef- 
fect in preventing a change; this is 
also true of refrigeration (10°). 


Studies on Antacids, Magne- 
sium and Aluminum Hydroxides 
and Magnesium Aluminum Sili- 
cates. (C.A. 45, No. 2, 818, 1951). 
Sudhamoy Mukherjee (Bengal Im- 
munity Research Inst., Calcutta). 
Indian J. Pharm. 12, 3-6 (1950).— 
Milk of magnesia (I) is neutralized 
by HC] at pH 9.0, alumina gel (II) 
at pH 3.9, and mixts. of I and II at 
intermediate pH values, the pH in- 
creasing with the amt, of II. The 
potentiometric titration curves of 
MgAI silicates (III) resemble those 
of II except that neutralization oc- 
curs at a slightly lower pH. This 
pH is not changed appreciably by 
varying the MgO: A1,O, ratio from 
0.166-0.901. The acid neutralizing 
power cf III (calcd. from the end- 
points of the titrations) is equiv. to 
the MgO and AI1,O, content. 


Indicator Pads for Detecting 
the Presence of Thioglycolic Acid 
on Hair. (C.A. 45, No. 2, 830, 1951) 
Wm. B. Semco (to Artistic Beauty 
Products Co.). U.S. 2,529,886, Nov. 
14, 1950. To indicate the presence 
of thioglycolic acid, resp. its NH, 
or Na salt, on hair after drenching 
it with a neutralizing soln. (KBrO,, 
NaBO,, NaOCl, or H,O.) during 
“cold waving” treatment, an indi- 
cator pad is rubbed against the 
hair. This pad consists of white, 
porcus paper of considerable wet 
strength impregnated with a soln. 
of Na.Fe (CN),NO, or FeCl,, form- 
ing about 10% of an aq. soln. contg. 
also about 144% of NaOH. The 
brown colored pad turns reddish or 
purplish upon contact with thiogly- 
colic acid or its salt. M. L. Hoseh 
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WD es cxvcire ald PROMOTIONS 


GERMAINE MONTEIL is introducing 

Gigolo perfume in a crystal bottle 
packaged in a golden box. It comes 
in two sizes and retails for $30 and 
$50. 


JERGENS is promoting a combina- 
tion package of its $1 lotion and a 
new plastic dispenser for 98 cents. 


rONI is introducing a_ self-service 
stand for super markets, displaying 
and containing stocks of Toni 





Toni's Self-Service Display Stand 


home permanent refills, shampoo 
and cream rinse. Of corrugated 
construction, it measures less than 
18 by 12 inches in floor area. 


NESTLE LEMUR CO. will sell its 
Baby Hair Treatment for a limited 
time in a combination package fea- 
turning a baby hair brush with ny- 
lon bristles and a specially- -designed 
handle for curling baby hair. The 
pink and blue package has an ace- 
tate window to reveal the brush. 
The two products, each retailing 
for $1, will be sold together for 
$1.29. 


JACQUELINE COCHRAN is giving a 
Christmas promotion to its new 
Beauty Traveler pac kage, a plastic 
carrying case containing plastic 
bottles of Flowing Velvet, Lotion 
Quick Cleanser, Lotion Deodorant, 
and Skin Lotion, a plastic con- 
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tainer for face powder, and a Perk- 
Up Red Lipstick. The package re- 
tails for $7.50. Shining Hour Co- 
logne stick in golden aluminum 
with a plastic cap sells for $1.50. 
Pursuit Jacquette, 114 dram _ of 
Pursuit perfume in a gold-topped 
purse flacon in a gold satin carry- 
ing case, sells for $1.50 also. 


coty’s 1951 Christmas gift line 
ranges in price from $2.25 to $20, 
with the emphasis on items $5 and 
less. Among the new packages is 
Christmas Tree, with ‘Creamy’ lip- 
stick, two glass perfume purses, and 
an array of Coty charms hanging 
on its branches. It retails for $5. 
Another new item is a gold and 
color or silver and white brocaded 
pouch evening bag, containing a 
Cova Vanity, a glass Purser of 
Emeraude perfume and ‘Creamy’ 
lipstick and dry rouge, with room 
left over for other things. It sells 
for $10. Deb Set consists of Muguet 
des Bois toilet water and atomizer 
with a bottle of sachet powder in a 
green box. The price is $2.75. 


DORCHESTER PRODUCTS CO. is intro- 
ducing Clorodet, a breath and 
body deodorant chewing gum ina 
Robert Gair folding carton and dis- 
play dispenser, printed in light and 
dark green and white on silver 
Foiline. Twelve individual cartons 
are packed in a dispenser carton 
which can be hung on a wall. The 





Clorodet Dispenser 


front of the dispenser has a remov- 
able cut-out which permits with- 
drawal of one carton at a time and 
always gives a full appearance. In- 
dividual cartons, containing 15 
Clorodets, retail for 39 cents. 





Perfume Jewe!s 


BATHING JEWELS, INC. is distribut- 
ing Perfume Jewels, a transparent 
plastic package with thirty amber- 

colored hermetically sealed cap- 
sules, each containing sufficient 
perfume for one application. Ad- 
vantages claimed are that the prod- 
uct can’t leak, spill, evaporate, or 
deteriorate. Perfume Jewels come 
in three fragrances. A container of 
thirty capsules, totaling | dram, 
sells for $1.50. 


SHAVE-LESS PRODUCTS is test market- 
ing Shave-Less, a talc-cream to hide 
beard shadow, in New England 
around the theme: “the ten-second 
‘shave’ without shaving.” The 
product retails for $1 per tube. 


SWERL products division of Allied 
Chemical & Dye Corp. is launching 
an advertising campaign in New 
York and about 30 midwestern 
dailies to promote Swerl Suds, 
manufactured by the parent organ- 
ization. The division has taken 
over distribution of the product 
from B. T. Babbitt, Inc. 


YARDLEY is adding brushless shav- 
ing cream to its men’s toiletry line. 
Packaged in a green metal tube 
with white and gold lettering, it 
sells for 75 cents. Another new 
Yardley product is a solid cologne 
in English Lavender, to be avail- 
able for Christmas selling. Pack- 
aged in an off-white fired-glass con- 
tainer with a gold metal cap, with 
product. identification and pattern 
in gold and black, it retails for 
$1.75. 
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HOUSE OF TANGEE is marketing Petal 
Finish Pressed Powder. The prod- 
uct comes in six shades and may be 
used either as combination founda- 
tion-and-powder, or as a powder 
over a regular foundation. Pack- 
aged in a box of crimson-and-gold, 
it sells for 39 cents. 


CHRISTIAN DIOR offers a new bath 
powder, boxed with a velour puff. 
It comes in two fragrances, Miss 
Dior and Diorama, each selling for 
$5. 


W. O. WASHBURN & SONS is market 
ing Silver Pillows, consisting of in- 
dividual applications of hand 
lotion. 


LINDA MFG. CO. 
electric home 


is distributing an 
deodorize1 


NORTHAM WARREN CorRP. has an- 
nounced the prize winners in its 
10th Anniversary Dealer Display 
Contest on Odorono, and a total of 
$5000 in Savings Bonds has been 
presented to the winning dealers. 


RICHARD HUDNUT is entering the 
home hair coloring field with Tru- 
Tint, now being test marketed in 
the Philadelphia area. Large-size 
newspaper advertisements, local ra 
dio and television sports, display 
windows, counter leaflets, window 
streamers and a display stand will 
feature the new product. It comes 
in a_ black-chartreuse-and-copper 
package, containing two fluid 
ounces of Color Tincture and 
Creme Developer, and is said to be 
sufficient for an initial application 
or two retouches. Also stressed is 
the “safety-stop” action which 
stops the coloring process after a 





Hudnut's Tru-Tint 


predetermined period, avoiding 
the danger of over-coloring. Tru- 
Tint comes in twelve shades and 
sells for $2.50 with a money-back 
guarantee. Plans for national ad- 
vertising, promotion and distribu- 
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tion of the new product will be 
formulated early in 1952. 

NINNA RICCI is distributing a new 
perfume called Fille d’Eve, in an 
apple-shaped 144 dram flacon, in a 





Ninna Ricci's 2 Oz. Size of Fille d'Eve 


carrying case of pleated organdy. 
Che price is $4.50. The same per- 
fume in a similar 14 oz. bottle, in a 
box of mauve satin, sells for $14.50. 


PEGGY SAGE is introducing a clear 
plastic travel kit with pink decora- 
tions, containing spray deodorant, 
lipstick, a plastic bottle with Fair- 
hand lotion, a plastic jar with hand 
finishing cream, an empty plastic 
jar for individual uses, Peggy Sage 
soap in its own soap dish, a plastic 
bottle filled with Special Spray De- 
odorant, an envelope with irradi- 
ated tissue, four condensed wash 
clothes which expand when in wa- 
ter, an emery board, and an 
orangewood stick. The kit is di- 
vided into two sections, each with 
its own envelope type flap and 
snap-fastener. It retails for $5.95. 


SALES BUILDERS, INC. is undertaking 
an extensive Christmas advertising 
campaign of the Max Factor Sig- 
nature line, employing full-page 
color space in two national maga- 
zines, reaching over thirty million 





Max Factor's Threesome 


readers. Featured will be Two- 
some, containing Shower Shampoo 
and Cream Hair Dressing at $2.60, 
Threesome, containing after shave 
lotion, deodorant cologne and Lazy 
Shave, a talc product to hide beard 
shadow, for $4.20; Travel Kit, a 
vinylite case containing all five 
Signature products, with space left 
over for other articles, at $12.50; 
after shave lotion at $1.30; and 
Travel Trio, a pliofilm case con- 
taining after shave lotion, cream 





hair dressing and cologne at 
$3. 50. Jewels of Vanity Gift, in Fac- 
tor’s women’s line, includes vanity, 
lipstick, purse dispenser and lip 
brush in a satin carryall. It retails 
for $7.90. 


DAGGETT & RAMSDELL will hold a 
special sale during December, Jan- 
uary, and February of its $1 jar of 
Perfect hand cream, which will re- 
tail for 79 cents, and its $1.50 bot- 
tle of Perfect hand lotion, which 
will sell for $1. 


rUSSY COSMETIQUES will introduce 
its men’s line by December |, 1951. 
It will include after shave lotion, 
cologne, talc, and an after shave 
stick. Packaging motif of the 
line is bright red. After shave lo- 
tion and after shave stick each re- 
tail for $1.25, a 4 oz. size of cologne 
sells for $1.50, talc is priced at 75 
cents, and a gift set containing co- 





Tussy’s New Men's Line 


logne and after shave lotion retails 
for $2.75, and one which also in- 
cludes talc sells for $3.50. 


HELEN NEUSHAEFER and S. H. Kress 
& Co. will jointly sponsor a nation- 
wide Hand Beauty Week promo- 
tion, in which all Kress stores will 
participate. It will feature Helen 
Neushaefer nail care products in 
local newspaper advertisements, 
and in large-scale window and 
counter displays. Sofskin Creme 
and Jergens Lotion will also be 
featured. Each of the stores’ cus- 
tomers will be presented with a 
free Neushaefer booklet entitled: 
“Ten Magic Keys to Hand Beauty ~ 
To spur interest for the promotion 
among sales personnel, a kit will be 
presented by Helen Neushaefer to 
each cosmetic salesgirl. 
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The One Year Wonder 
of Cosmetics 


. \IR, the one-year wonder 
of cosmetics, is the subject of an 
absorbing article in the November 
issue of Fortune Magazine. AI- 
though Tintair has been on the 
market for only a little over a year 
sales at retail have amounted to 
more than $20,000,000. 

When Tintair was launched, 
is pointed out, it was found ot it 
would have to be sold against a 
social taboo—the surviving  atti- 
tude of Victorian times that a 
woman who dyed her hair wasn’t 
everything a woman should be. A 
survey showed that only 7 per cent 
of U. S women dyed their hair. 

Martin Straus and Carl Byoir 
tackled the problem and solved it 
in an amazing publicity « ampaign. 
When it is remembered that it was 
in the autumn of 1949 that these 
gentlemen acquired the home- color- 
ing product that is now called 
Tintair from Donu Edmond a 
hairdresser and Gene Grimault, a 
French chemist, the quick develop- 
ment of the company’s business is 
truly astounding. Raymond Loewy 
handled the pac kaging and styling, 
and Phil Kalech the genius who 
engineered sales for Toni, was 
named salesmanager. 

Kalech’s task was to equip Tint- 
air, which was about ready to 
spring in all other respects, with a 
sales force, and this he did in about 
ten days. “I just picked up the 
phone and called people I knew,’ 
he explains. For the salesmen, the 
first thirty days with Tintair were 
the hardest. This was the pre-selling 
stage, and followed on the heels of 
the pre-market publicity campaign 
managed by Carl Byoir Associates, 
in which, though the name of the 
product was never mentioned, a 
raft of material emphasizing the 
fashionableness of coloring one’s 
hair found its way into print. The 
job of the salesmen was to stock 
the shelves of the nation’s drug and 
department stores with Tintair in 
preparation for the great “kickoff” 
on October 19. This wasn’t easy 
because Bymart, Inc., having blown 
most of its capital on development 
and promotion, couldn't afford to 
place Tintair on the customary 
consignment or _ pay-on- reorder 
basis. But Tintair’s salesmen were 
able to show dealers facsimiles of 
the bigtime radio and _ television 
contracts for which Martin Straus 
had already signed, together with 
an impressive list of notarized testi- 
monials, point-of-sale displays, and 
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succeeded in arranging for at least 
one outlet in every city having a 
population of 100, 000 or more. 

With the dealers supplied, and 
the populace well softened up by 
Byoir’s subtle propaganda, Tintair 
went to market on October 19. 
Straus’s experience with Eversharp 
had endeared radio to him as an 
advertising medium when fast ac- 
tion is desired. For Tintair, he 
elected TV because of its demon- 
stration possibilities. Mrs. Martin 
Straus, professionally known in 
radio as Anne Marlowe, had con- 
ceived and packaged the Somerset 
Maugham Theatre show, and with 
Tintair as its sponsor the show 
opened almost simultaneously with 
the well-publicized premiere ol 
Maugham’s motion picture Trio. 
The distinguished British novelist 
appeared in person on the program, 
and later an effulgent mistress of 
ceremonies demonstrated the slogan 
“Nature isn’t always right but Tint- 
air is,” by actually coloring her 
hair before the cameras. Coincident 
with the TV debut, Gimble’s New 
York store held a_ rabble-rousing 
two-day exclusive sale of Tintair 
and the launching was complete. 
The sponsorship of the Maugham 
show continued weekly over forty- 
eight C.B.S. stations, and Tintair 
also took a piece of such radio pro- 
grams as the Frank Sinatra show, 
Jack Carter show, Cavalcade of 
Stars, and Cavalcade of Bands. 
Straus then placed a backpage ad 
in color in the American Weekly, 
and took pages also in many first- 
class fashion magazines. And a brief 
but strikingly photographed story 
in Life, on November 27, sent Tint- 
air sales soaring. 

All this tub thumping cost By- 
mart more than $500,000 in the first 
four months, but sales went to 
$528,000 in November, $662,000 in 
December, and over $1 million in 
January, and by the end of Febru- 
ary the company was in the black. 
The profit margin on an item like 
Tintair is rather handsome, and, 
curiously enough, a relatively high 
price seems to stimulate rather 
than deter sales. Toni was a flop at 
$1.25 (women thought it must be a 
hoax : that price) and became a 
world beater when dressed up in a 
$2 package. Throughout 1951 Tint- 
air has continued to pour most of 
its profits back into advertising, and 
to date the total amount so spent is 
over $3 million. 

There is an amusing contrast be- 
tween the strident claims of Tint- 
air’s sales promotion and the al- 
most excessively prudent wordage 
of a stock prospectus issued last 





spring, when Bymart, Inc., required 
a slight financial infusion. The 
prospectus took pains to stress the 
highly speculative nature of the 
business, cautioned that there was 
no assurance that the spectacular 
sales of the first few months would 
continue, and pointed out that 
there was no guarantee against the 
possibility of competitors’ success- 
fully duplicating the formula. The 
stock was for the most part offered 
only to personal friends of the 
founders. Clearly, at that point 
Straus and Byoir still entertained 
reservations and wanted to avoid 
any hint of hunting sucker money 
But friends who wanted, with their 
eyes open, to take the ride with 
them were welcome. Though shares 
of $1 million par value were of- 
fered, the full amount was not sub- 
scribed. Currently Bymart, Inc., is 
capitalized at about $915,000. 

In the near future, however, By- 
mart will probably attempt some 
relatively large-scale financing. The 
growth factors for Tintair in the 
U.S. are quite tantalizing to the 
proprietors. A new survey shows 
that 21 per cent of U.S. women now 
admit to coloring their hair (as 
against the 7 per cent who con- 
fessed last year), and 60 per cent of 
Tintair users have repurchased. 
Since a woman’s hair supposedly 
grows one-half inch in six weeks, 
Straus thought Tintair users would 
repeat at the same interval; some 
of the girls, apparently, grew care- 
less, because a study of Tintair or- 
ders shows repeats coming up at an 
average of eight to ten weeks. 

With the vast potential still to be 
tapped, Tintair people profess not 
to be worried about the rumored 
upcoming competition from Hud- 
nut, Colgate, Lever, and even Toni. 
The advent of such vigorous adver- 
tisers, they say, will merely increase 
the size of the pie. And Tintair 
salesmen, whose numbers are to be 
increased from forty-four to about 
150, will soon have something more 
than Tintair to sell. 

The first of the new products, 
“Lightening Change,” is now out. 
It is a bleach, but allegedly mild in 
comparison with most of the harsh 
peroxides heretofore available. It is 
designed for girls who want to be- 
come really high-cast blondes in a 
hurry and still avoid that store- 
bought look to the hair. A shampoo 
is being prepared, and other prod- 
ucts in the works, but still in the 
secret-weapon category, depart 
from the hair field altogether and 
may involve the creation or pur- 
chase by Bymart of a pharmaceuti- 
cal company. 
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Hints for Improving Production 


How better machine layout increases production. 


What can be done 


in the average plant through simple changes in machine placement. 


. . Practical 


{1 and miss methods seldom 

pay off in growing onions, 

operating a hot-dog stand or 
in planning greater production in 
the manufacture of our products. 
Most overlooked of all present fac- 
tors is equipment and machine 
position and layout as an aid to 
increased production efficiency in 
the plant. 

Experience in industry has un- 
earthed many things that can be 
done in the average plant through 
simple changes in machine place- 
ment and layout .. . and all will 
benefit in better work, more pro- 
duction, easier maintenance and 
more efficiency from plant employ- 
ees. 

For example, there’s the matter 
of space allowances around ma- 
chines. Engineering experience to- 
day proves that a unit can be said 
to be properly placed only when it 
meets the following requirements: 

(a) There must be ample room 
for the worker operating the equip- 
ment. 

(b) Allowance must be made 
for overhang, overtravel of ma- 
chine parts and freedom of use of 
materials around the equipment. 

(c) There must be room for de- 
livery of materials to the unit and 
for removal of finished work. 

(d) There must be room for 
“temporary storage” of materials 
or finished work in process. 

(e) Space should be provided 
for a workbench or table to handle 
accessories needed by the worker. 

(f) There must be room to get 
at any part of the machine for 
quick repair or adjustment. 

(g) There must be room for 
quick access to safety-stops, inspec- 
tion and maintenance. 

Older plants are, almost without 
exception, entirely devoid of such 
features for the machines and 
equipment therein. The only con- 
sideration seems to have been to 
jam as much equipment into as 
small a space as possible. Modern 
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suggestions. . New and 
industrial practice shows greater 


production possible where units 
are so placed to meet the seven 
foregoing requirements. 

Modern machine layout also 
gives great attention to the overall 
floor plan and provision of ample 
immediately accessible space for 
storage of material, for auxiliary 
units, repair set-ups and mainte- 
nance equipment. When all of 
these are immediately at hand time 
out of production for any reason 
can be kept to the absolute mini- 
mum, 


Non-Standardized Production 


Where the product is not stand- 
ardized or volume of work proc- 
essed is low a layout should be 
made according to the processes 
performed to provide flexibility. 
Main advantage of such a layout is 
in lower investment due to reduced 
duplication, machines can be kept 
busy most of the time, wide flexi- 
bility is possible, more skill and ef- 
ficiency results and manufacturing 
costs can be kept down. 

Where a well-standardized prod- 
uct is in production and _ large 
quantities are scheduled the prod- 
uct layout scheme has been proven 
best. This approach permits the 
flow of work over direct mechani- 
cal routes, less material handling, 
close co-ordination of manufactur- 
ing, less total time of production, 
small quantities of work in process, 
smaller floor area needed per unit 
and ease in breaking in new work- 
ers to the production line. 

Machine layout should always 
give attention to stationing the 
worker at a given point or ma- 
chine and bringing him the re- 
quired materials and necessary 
tools. Such a layout scheme pro- 
vides for maximum use of both 
worker and machine and therefore 
increased production. The less 
time a worker spends from the ac- 
tual machine operation the more 
time he has to give to operation of 


improved equipment. 


that machine this operation 
produces the products we sell. If 26 
percent of a worker's time is em- 
ployed in moving away from and 
toward his machine to obtain ma- 
terials or anything else the produc- 
tive value of that machine has been 
decreased 20 percent for every day 
that it is operating. 

Layout should also give consid- 
eration to the number of machines 
an operator can attend. This de- 
pends upon the standard time of 
operation, the hourly production 
required from the machine and the 
nature of that particular produc- 
tion. Where such planning is being 
considered the units involved must 
be set as close to each other as pos- 
sible (keeping in mind the loca- 
tion rules mentioned earlier) as the 
ability of the operator to handle 
them will depend in great measure 
on the ease with which he can get 
from one machine to another. 

Since machine breakdown is in- 
evitable the plant layout must con- 
tain provisions to keep the maxi- 
mum amount of plant working 
regardless of individual out-of-order 
machines. Maintenance and ma- 
chine repairs should also be kept 
in mind when positioning a ma- 
chine so as not to have the parts of 
the machine which require normal 
maintenance and repair placed up 
against a wall, pillar or another 
machine. 

Consideration must also be given 
to how work in process is to be 
handled with relation to the ma- 
chine. A layout that adds to the 
cost of handling materials, semi- 
finished or finished products, will 
offset any advantages gained 
through better location of ma- 
chines and equipment in the plant. 
Every machine placement should 
be studied closely with relation to 
the problems concerned with the 
handling and flow of work to and 
from the machine. 

Machine layouts should also be 
made with lighting considerations 
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in mind and where a determined 
position possesses so many advan- 
tages that a change for better light 
ing would not be wise then ade- 
quate artificial lighting should be 
installed at the unit. Wherever it 
is possible to obtain placement 
with present lighting the cost of 
such placement is of course thusly 
reduced. 

Due consideration must also be 
given to the angle of safety and ac- 
cident possibilities. No matter what 
other advantages may be obtained 
by re-arrangement of equipment if 
it entails sacrifice of safety in the 
plant or increases accident possibil- 
ities the move is an unwise one. 

Accidents have become so costly 
that they are of prime considera- 
tion. It takes an enormous amount 
of cost-saving to offset physical 
damage done by even an ordinary 
plant accident not to speak of in- 
jury to human beings working in 
the plant. 

Machine positioning and layout 
is important in any modern plant; 
the application of points brought 
out in foregoing paragraphs means 
assurance of more profitable pro- 
duction in the small as well as 
large plant.—Ernest W. Fair 





Level Control 


Level control of practically all 
liquids and solids of high or low 
viscosity, is assured by the Taktor 
level switch according to the Fiel- 
den Instrument Corp. The Tektor 
is housed in a dust tight, splash 
proof, die cast aluminum box 
4 in. with a screw 6144 x 714 x —on 
cover. No electrical contact with the 
material under control is necessary. 


New Dehumidifier 


For manufacturers who have 
troubles with mold, rust, mildew, 
caking, dripping pipes, wet walls, 
corrosion, warping, dampness and 
mustiness the Abbeon Supply Co. 
announces a new model dehu- 
midifier DMS 4 which is claimed to 
dehumidify any closed area of tight 
construction up to about 8,000 cu. 
ft. It is plugged into a light socket. 
It operates on the principle of an 
electric refrigerator. 


Portable Electric Oven 


A new model portable electric 
oven with four shelves is an- 
nounced by the Grieve-Hendry Co. 
Products or materials can be 
placed directly on the shelves 
which have room for eight 2 in. 
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x 12 in. x 23 in. drying pans. It is 
claimed to be capable of heating to 
225 deg. F. in 15 minutes. A motor 
driven fan draws in fresh air and 
drives out the stale air through 
specially located vents, making the 
oven, it is pointed out, practical for 
any dehydration process. 


Wheel Conveyor Curves 


For use in connection with 
straight sections of either gravity 
type wheel or roller conveyors grav- 
ity wheel conveyor curves of both 
45 and 90 deg. are offered by the 
Sage Equipment Co. The curves 
have combination stud and hook 
couplings on both ends so that they 
may be attached for either right or 
left turns regardless of the cou- 
pling on the end of the straight 
section. 


Sealing Odd Shaped Packages 


For sealing odd shaped objects 
wrapped in thermoplastic film, a 
new heat sealer is offered by 
Sealine Mfg. Corp. It heat seals di- 
rectly on polyethylene, pliofilm 
and other a films and 
is operated by hand. A specially 
designed 21% in. free rolling — 
wheel is fed a special fluid by « 
wick. Temperature is adjustable. It 
operates on AC or DC current 
from a light socket. 





Processing Literature 


A new approach to package im- 
printing is the title of a 6-page 
brochure issued by Adolph Gotts- 
cho Inc. It shows how cosmetic and 
other manufacturers imprint sup- 
plementary information on_ their 
packages automatically as an inte- 
gral function of the packaging op- 
eration. These supplemental im- 
prints range from complete con- 
tents descriptions to code dates and 
include colors, sizes, prices, etc. 


A new revolutionary automatic 
weighing accessory known as the 
Howe 77 weightograph, which may 
be attached to any beam scale or 
to any scale convertible to beam 
operation, making an old_ fash- 
ioned beam scale an automatic one, 
is described and illustrated in a 4- 
page leaflet issued by the Howe 
Scale Co. A copy will be sent to 
anyone interested. - 


Calcium carbonates and calcium 
oxides are covered in a well com- 
piled data book issued by Whit- 
taker, Clark & Daniels Inc. 260 
West Broadway, New York, 13, 


N.Y. Charts, tables of physical con- 
stants and chemical compositions 
as well as detailed descriptions of 
uses and values are given for each 
carbonate. Copies are free to man- 
ufacturers and chemical research 
organizations. 


The latest data on five anhy- 
drides produced by Carbide and 
Carbon Chemicals Co. has just 
been published. It describes the an- 
hydrides offered, their uses, specifi- 
cations, physical properties, test 
methods, and shipping data, as 
well as a bibliography of refer- 
ences in chemical _ literature. 
Copies of the booklet, Anhydrides, 
F-5280-A, are available from the 
company’s offices. The New York 
city address is 30 East 42nd Street, 
New York 17, N.Y. 


Physical characteristics — and 
Specifications of its waxes are de- 
scribed in the 1951 edition of In- 
ternational Wax Refining Corp.'s 
booklet “Dependable Waxes for 
Industry.” Copies may be obtained 
by writing to the firm, which is lo- 
cated at East Hawthorne Ave. and 
L.I.R.R., Valley Stream, New 
York. 


Cyanoacetamide, its properties, 
specifications, suggested —applica- 
tions and a synopsis of work re- 
por ted in the literature, is covered 
in a technical bulletin issued by 
Kay-Fries Chemicals Inc. It is an 
intermediate particularly in the 
pharmaceutical field. 


A comprehensive bibliography 
of G-11, (hexachlorophene) _ in- 
dexed for quick reference on its use 
in soaps etc. where antiseptic or 
deodorant qualities are important 
has been issued by Sindar Corp. 


330 W. 42 St. New York, 18, N.Y. 


Chlorhydrol, an aluminum 
chlorhydroxide complex, is fully 
described in a 16-page catalog is- 
sued by the Reheis Co., Inc., Ber- 
keley Heights, N.J. The inclusion 
of chlorhydrol in antiperspirant 
preparations is said to enable the 
manufacturer to maintain the nec- 
essary astringent qualities while 
eliminating the corrosive proper- 
ties inherent in the older normal 
aluminum salts. It is also stated 
that its use eli minates the necessity 
for buffering agents. A copy will 
be sent on request. 


Perfumery compounds created 
by A. G. Hersom are described in a 
24-page catalog. Each product is 
described in four different lan- 
guages. 


The American Perfumer 
































































Oe eae 


















PORT 


BRANC) 
Obie, 
*St. Loe 





J: we seem overly fussy about the 


small details of manufacture, produc- 
tion and control, it is because long ex- 
perience has convincingly shown that 
this aim for perfection, even in little 
things, is the one added ingredient that 
tends to make FRITZSCHE materials 
consistently superior and more depend- 
able. 


“CREATORS ef MADE-TO-ORDER FRAGRANCES 
fer PERFUMES, TOILETRIES and COSMETICS 
* 


ODORANTS ond DEODORANTS for INDUSTRIAL and TECHNICAL USE 
* 


SUPPLIERS of AROMATIC CHEMICALS, BASIC 
PERFUME and FLAVOR RAW MATERIALS 
* 


FRITZSCHE --~ e.. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES «nd *STOCKS: Atlanta, Georgis, Boston, Massachusetts, * » 
Obie, Cleveland, Obio, *Los Augeles, California, Philadelphia, Penusyloamia, San Prancisco, California, 
*St. Louis, Missouri, “Toronto, Canada and * Mexico,D.F. FACTORY: Clifton, N, J: 








PROBLEMS AND GOOD WILL... 


WW LIKE the customer who comes to us and says 


frankly: “We've got a problem. . . . maybe you can 
help us.” That customer affords us considerably more 
Opportunity to render a measurable service than does 
the buyer who knows precisely what he needs and asks 
merely that we take his order and deliver the goods. In 
most cases we can assist the customer with his problems, 
be they perfume, flavor or technical, and this inevitably 
leads to a closer and more helpful relationship. 

a surer understanding of his needs and a better com- 
prehension of what we and our laboratories can do to 
improve his product and promote his interests. Such 
advantages are mutually worthwhile. But from a strictly 
selfish point of view, the customer's request for assist- 
ance enables us to build a measure of good will that 
would—under ordinary conditions—take years to culti- 
vate. So, we do like the customer who, with confidence, 
accepts our aid in solving any of the problems of taste 
or smell that may confront him. We hope, of course, 
that he, too, eventually, will come to know his exact 
requirements so well that to serve him properly will be 
a mere matter of taking his orders and delivering the 
goods—dependable, carefully selected, rigidly con- 
trolled, meticulously packaged FRITZSCHE goods! 


FRITZSCHE BROTHERS, Inc. 



















HIDING DISTASTEFUL FLAVOR.... 


The faintly flavored capsule provides one method of administering a distasteful dose 
and avoiding its contact with the patient’s rebellious taste buds. But unpleasant medici- 
nal flavors are not always so easily hidden, as for example, emulsions of certain ton- 
ics. Special skill in flavor blending to mask the taste is sometimes the manufacturer's 
only alternative. We have that special skill within our organization and it is yours— 
the pharmaceutical manufacturer’s—if you will but take us into your confidence 
and let us carefully study your problem before introducing your new product. Modern 
flavoring techniques provide a safe, sure approach to the production of more palat- 
able medicinal products. We invite a private consultation concerning yours. 
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New Products and Developments 


Wrist Action Shaker 


Flasks, test tubes, bottles etc. may 
be attached to its wrist action 
shaker in any convenient fashion 
without concern about the balance 
according to the Fisher Scientific 
Co. The redesigned wrist action 
shaker simulates the wrist’s snap- 
ping action and agitation may be 
carried out uniformly for as long as 
desired. Shaking time may be auto- 
matically or manually controlled. 
The unit includes a \45 hp. motor. 


Fluorescence Analysis Unit 


A new fluorescence analysis unit 
which is said to incorporate im- 
provements to facilitate rapid qual- 
itative and quantitative analysis of 
constituents in chemical mixtures 
and compounds is now in produc- 
tion at the Research & Control In- 
struments Div., North American 
Phillips Co. Full details about it 
will be sent on request. 


Laboratory Hot Plate 


A new heavy duty laboratory hot 
plate with graduated heat control 
is announced by the Edwin L. 
Wiegand Co. By selecting appro- 
priate models any desired surface 
temperature up to approximately 
800 deg. F. may be secured and 
maintained according to laboratory 
requirements the maker states. The 
hot plates can also be operated at 
full capacity when higher surface 
temperature is preferred to precise 
control. 





Trade Literature 


Wage and salary adjustment is 
made simple without board approv- 
al by means of a simple outline 
with forms required offered by the 
Industrial Research Institute with- 
out cost or obligation. Also avail- 
able are “Management Profits & 
Government Regulations” and 
“The Business of Being an Execu- 
tive.” 


Hydrogen peroxide is covered in 
a 36-page bulletin issued by the 
Pennsylvania Salt Mfg. Co. It is 
written in non technical language 
and copies may be had for the ask- 
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ing. A number of suggestions for 
the application of hydrogen perox- 
ide are included. 


Eosols, new dyestuff solvents for 
the cosmetic and related industries 
are adequately covered in data 
sheets issued by Croda Ltd. Eosols, 
it is stated, enable castor oil to be 
eliminated as an ingredient of lip- 
sticks. Copies of the data sheets are 
available to anyone interested. 


The nature, grades, properties 
and applications of Triton and Hy- 
amine surface active agents are cov- 
ered in a 48-page technical booklet 
issued by Rohm & Haas Co. It con- 
tains a section on the preparation 
of emulsions. 


Briefed is the title of a new idea 
bulletin which presents about 36 
selling ideas each month as re- 
ported in 42 leading business pub- 
lications, The cost is $5 annually. 
It is published by Brief Publishing 
Co. 


The use of Veegum in cosmetics 
and other products is covered in a 
t-page leaflet issued by the R. 
Vanderbilt Co., 230 Park Ave., 
New York, 17, N.Y. which may be 
had for the asking. 


A thirty year history in_ the 
lighter vein chronicles the growth 
of Foster o a Inc. 29 W15 St. 
New York, 11, N.Y. from one man 
to over 100 cau with buildings 
in New York and Bainbridge, N.Y. 


and seven foreign branches. 


The survey of 1950 operations of 
service wholesale druggists has 
been issued by the National Whole- 
sale Druggists’ Assn. Reporting 
companies showed a sales increase 
of 11 per cent in 1950 over the pre- 
vious year. Copies are available to 
those who may want them. 


Nardenised essential oils are de- 
scribed in a 16-page catalog of 
N. V. Chemische Fabriek Naarden. 
The company describes its process 
of producing terpenseless and ses- 
y gpa go oils as nardenizing. 

\ copy will be sent on request. 


The new 10951 Latin American 
Sales and credit guide issued by the 
American Foreign Credit Under- 
writers Corp. lists and rates 100,000 


individual buyers. A trade classifier 
facilities the selection of firms in 
any given line of business. A mar- 
ket survey of each country is in- 
cluded. A descriptive folder includ- 
ing the subscription rate will be 
sent on request. 


Consulting Services 1951, re- 
vised, enlarged and streamlined 
has been issued by the Assn. of 
Consulting Chemists & Chemical 
Engineers, Inc., 50 E. 41 St. New 
York, 17, N.Y. It contains 136 
pages. The three main sections of 
the book are a classifier, scope 
pages and an index. There is no 
charge for this useful book. 


The Spillproof line of packages 
of Richford, 251 Fourth Ave., New 
York 10, N.Y., are described and 
illustrated in a booklet issued by 
that firm. 


Marketing data by state and geo- 
graphic area are listed on the 195! 
annual Basic Marketing Chart of 
the United States, published by the 
Research Co. of America, 341 Mad- 
ison Ave., New York 17, N.Y. It is 
priced at $2.50. 


Sales information and _ sugges- 
tions for limited price variety 
chains are contained in a toilet- 
ries sales manual which has been 
issued by Chain Stores Age. Copies 
of the survey may be obtained by 
writing to Ben Gordon, Variety 
Editions Editor, Chain Store Age, 
185 Madison Ave., N.Y.C. 


Selection and use of equipment 
for pH measurement is covered in 
a recent issue of M. B. Co. News, 
published by the Macalaster Bick- 
nell Co., 243 Broadway, Cam- 
bridge, Mass. 


Listings of its talc and metallic 
soap (stearates) products appear in 
reprints of the Whittaker. Clark & 
Daniels, Inc., editions. The cata- 
logues are free, but distribution is 
limited to manufacturers. The ad- 
dress of the concern is 260 West 
Broadway, New York, N.Y. 


The use of pure vanilla is being 
promoted in a booklet now being 
distributed by the Vanilla Bean 
Assn. of America, trade organiza- 
tion of primary importers of vanilla 
beans. 
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BENZYL CHLORIDE 


Benzyl Chloride is an unusually versatile in- 
termediate which is finding use in an increas- 
ing number of manufacturing processes. 
Whether your application is in pharmaceu- 
ticals, dyes, perfumes, quaternary ammonium 


compounds, resins or plasticizers, Heyden 
Benzyl Chloride will more than meet your 
requirements for quality and uniformity. It 


is produced in refined and technical grades, 
and is shipped in nickel drums or carboys. 


Heyden’s leadership in the chlorination of 
toluene and the production of chlorinated 
aromatics dates back more than a quarter of 
a century. Research chemists and production 
engineers will want to investigate the chloro 
derivatives of benzyl chloride in syntheses 
similar to those mentioned above. Typical 
of other interesting and useful Heyden chlo- 
rinated products are the chlorobenzoyl1 chlo- 
rides and the ortho-chloro derivatives of 
toluene, benzaldehyde, benzotrichloride and 
benzoic acid. 


Write now for samples and further information. 
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Flavors 


Developments in Flavor Chemistry 


Substitutes for pepper and piperine, the deterioration of orange oil, 


ionone and the sweetness of fructose considered in papers pre- 


sented to XIIth International Congress of Pure and Applied Chemistry. 


HE XIIth International Con- 

gress of Pure and Applied 

Chemistry was held in con- 
junction with the Diamond Jubilee 
of the American Chemical Society 
in New York City. Because of this 
combination of meetings one of the 
largest gatherings of chemists ever 
held occurred. 

The International Congress of 
Pure and Applied Chemistry meets 
every four years in the same coun- 
try in which the International Un- 
ion of Pure and Applied Chemistry 
meets. The Congress is organized 
under the auspices of the Union 
and is run by the adhering body to 
the Union in the country acting as 
the host. In this instance, this was 
done by the Division of Chemistry 
and Technology of the National 
Research Council of the United 
States of America. 

The meeting was divided into 16 
sections and to a number of these 
sections papers were presented on 
topics of marked interest to those 
in the flavor field. Among these sec- 
tions were those on Food, Nutri- 
tion, and Agriculture; Organic 
Chemistry; and Plant Cell-Wall 
Constituents. 


Orange Oil 

A paper on the “Deterioration of 
Orange Oil” was presented by Hec- 
tor Flores for himself and coauthor 


® Professor of Chemical Engineering, Poly- 
technic Institute of Brooklvn. 
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Roy E. Morse of the Food Tech- 
nology Laboratory of the Monsanto 
Chemical Co., Anniston, Ala. In 
this investigation, vanillin, bour- 
bonal (ethylvanillin), NDGA (nor- 
dihydroguaiaretic acid) and propyl 
gallate were added to orange oil 
emulsions stored at 63 deg. C. and 
organoleptic and chemical deter- 
minations were then made to eval- 
uate the keeping quality. It was 
found that vanillin and ethylvanil- 
lin had little antioxidant effect 
whereas NDGA and propyl gallate 
were useful. Flores detailed a vari- 
ation of the Wheeler iodometric 
method for the determination of 
peroxide value that appeared to 
have merit. A chain mechanism for 
the auto-oxidation of d-limonene 
was discussed. 


Pepper Substitutes 

Two interesting papers on sub- 
stances that might be used as sub- 
stitutes for black pepper were 
presented to the section on food, 
nutrition, and agriculture: ‘“Com- 
ponents of the Volatile Oil of Piper 
Nigrum” by E. J. Hewitt, J. J. Rit- 
ter, and K. S. Konigsbacher of the 
Evans Research and Development 
Laboratories, and Torsten Hassel- 
strom, Quartermaster General Lab- 
oratories, Philadelphia 45, Pa.; and 
“Study of Chemicals Related to 
Piperine” b by Torsten Hasselstrom, 
Harold W. Coles, and Norene E. 
Kennedy, Quartermaster General 
Laboratories, Philadelphia 45, Pa. 


In the former paper delivered by 
Dr. Hewitt, it was pointed out that 
while the pungent principles of 
black pepper have been well de- 
scribed in the literature, little is 
known about the flavor compo- 
nent, that is the volatile pepper oil, 
other than that it contains phellan- 
drene, caryophyllene, and possibly 
limonene and methyl pyrroline. 

These investigators used black 
pepper from the Malabar coast, In- 
dia, as their starting material. This 
was ground with solid carbon diox- 
ide and then distilled, either di- 
rectly with steam or with steam 
after extraction with a solvent. By 
this means 3.2 per cent of a volatile 
oil was isolated with a specific 
gravity of 0.85, a refractive index 
of 1.4730 at 25 deg. C., and no ap- 
preciable saponification number. 
The oil gave a positive with Schiff 
reagent and it contained no sulfur 
and very little oxygen and nitro- 
gen. 

The pepper oil was washed with 
sodium bicarbonate and boric acid 
solution and the latter washing 
yielded a minute amount of an oil 
which seemed to these investigators 
to contribute a vital part to the 
pepper aroma but it has not yet 
been identified. 

The oil was distilled and all cuts 
were recombined into five fractions 
comprising monoterpenes, oxygen- 
ated monoterpenes, and sesquiter- 
penes, each of which fractions was 
redistilled separately. The boiling 
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range of the mono- and bicyclic 
terpene fractions indicated the pos- 
sible presence of alpha-pinene, 
beta-pinene, alpha-thujene, cam- 
phene, sabinene, delta-3-carene, 
delta-4-carene, beta-myrcene, phel- 
landrene, and limonene. ‘Treat- 
ment with hydrogen chloride 
yielded dl-limonene hydrochloride 
pointing to the presence of a pi- 
nene or limonene or both. Treat- 
ment with nitrosyl chloride using 
Ehestadt’s method, yielded a solid 
nitrosochloride, very likely that of 
alpha-pinene and oxidation with 
dilute potassium permanganate so- 
lution gave nopinic acid indicating 
the presence of beta-pinene. Reac- 
tion with nitrous acid yielded a 
very small amount of the nitrosite 
of phellandrene and bromination 
gave the tetrabromide of dl-limo- 
nene. 

Preliminary work seemed to in- 
dicate the presence of citral but 
there was subsequent doubt about 
this component. There was also 
some preliminary evidence of the 
presence of citronellas. By means of 
a modified Aschan reagent, the ses- 
quiterpene .fraction was hydrated 
to yield a solid alcohol. This alco- 
hol and its phynylurethane ap- 
peared to be identical with those 
prepared from authentic — beta- 
caryophyllene. 


Piperine Substitutes 


Norene E. Kennedy 
that the Quartermaster 


reported 
General 
Laboratories at Philadelphia car- 
ried out investigations on the taste 


and flavor characteristics of black 
pepper in order to develop a syn- 
thetic substitute for this spice. 
“New analogues of piperine, pip- 
eroyl piperidide and capsicin, de- 
celenoyl vanillylamide were syn- 
thesized.” 

It was pointed out that differ- 
ences of opinion exist as to whether 
the pungency increases or de- 
creases with unsaturation of the 
aliphatic side chain in the acid 
radical. Thus according to Sander- 
mann, saturation reduces the irri- 
tant action. Staudinger and Schnei- 
der associated pungency with the 
piperidine nucleus rather than 
with the unsaturation of the side 
chain. These authors found that 5- 
phenyl-n-valeroyl piperidide has a 
more biting taste than piperine 
and the unsaturated piperidides 
of 5-phenyl-2-pentenoic acid, 5- 
phenyl-3-pentenoic acid, and beta- 
cinnameny] acrylic acid. 

Hasselstrom and his coworkers 
investigated the effect of the amine 
part in the acid-amide molecule on 
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the pungency characteristics. Thus 
the alpha, beta, and gamma-pipe- 
colines, vanillylamine, and isobu- 
tylamine were combined with the 
acid component 5-phenyl-n-valeric 
acid, to form the acid-amides. Van- 
illylamine was prepared from van- 
illin, obtained from lignin, by 
catalytic reduction with platinum 
oxide of vanillyl oxime. The 5- 
phenyl-n-valeric acid was prepared 
from 5-phenyl pentenoic acid by 
catalytic reduction with platinum 
oxide according to the procedure 
of Staudinger and Muller. 

To prepare the acid-amides, the 
acids were treated with thionyl 
chloride and the acyl chloride was 
then purified by distillation under 

vacuum. One mole of the acyl chlo- 
ride was permitted to react with 2 
moles of the amine at room tem- 
perature in absolute ether. The 
product was purified with dilute 
sulfuric acid and aqueous sodium 
carbonate solution and _ fractiona- 
tion under high vacuum. 

These investigators found that 
the 5-phenyl-n-valeroyl pipecolides 
had the same biting characteristics 
as piperine, with no off taste and 
flavor. On the other hand the acid- 
amides prepared with isobutyl- 
amine and_ vanillylamine were 
strong irritants, the 5-phenyl-n- 

valeroyl vanillylamide being a 
powerful vesicant. These investiga- 
tors concluded that the dihydroxy- 
benzene nucleus exerts an_ in- 
creased irritating action in the 
acid-amide system, a conclusion in 
agreement with the general experi- 
ence with the analogous com- 
pounds of the poison.ivy group of 
poisons. 


lonone and Irone 


Yves-Rene Naves, of the Re- 
search Laboratories, L. Givaudan 
& Co., S. A., Vernier-Geneva, Switz- 
erland, was scheduled to present a 
paper on stereochemical develop- 
ments in the ionone and irone field 
but was unable to give this paper 
in person. The abstract of his pa- 
per indicated that he was to discuss 
the fact that a number of deriva- 
tives of  cis-tetrahydroiononane 
were recently discovered in the 
urine of the pregnant mare and 
that he had discovered various iso- 
meric or stereoisomeric irones (6- 
methylionones) in the essential oil 
of the rhizome or iris. These stud- 
ies were thus either the conse- 
quence or the beginning of other 
investigations relating to the stere- 
oisomeric derivatives of ionones, 
dihydroionones, tetrahydroionones, 
or their homologues. 


Dr. Naves also intended to inter- 
relate new and old data for further- 
ing knowledge in this field and to 
verify the validity of the classic 
rules that have been utilized for 
characterizing the cyclanic stere- 
oisomers. 


Sweetness 


A paper on “Sweetness of Fruc- 
tose and Some Other Sugars, Espe- 
cially Its Variation with Tempera- 
ture” was supposed to have been 
presented by Yojiro Tsuzuki, 
Tokyo College of Science, Kagur- 
acho, Shinjiku-ku, ‘Tokyo, and 
Junzo Yamazaki, Japan Fructose 
Co., Kwasaki, Japan, but was not 
at the scheduled time. The ab- 
stract indicates that measurements 
were made over a range from 3 
deg. to 60 deg. C., applying Pauli’s 
supraliminal method of psycho- 
physics and using eight to eleven 
tasters selected from a group of 150 
persons. The following values of 
relative sweetness were obtained, 
sucrose being 100, and the concen- 
tration of the sucrose solution used 
for comparison being expressed by 
N with equilibrated solutions of 
sugars: 

For D-fructose (N=5%): 143.7 
at 5 deg. C., 128.5 at 18 deg. C., 
100.0 at 40 deg. C., and 79.05 at 
60 deg. C. For L-sorbose (N=3%) : 
65.2 at 6 deg. C., 63.8 at 21 deg. C., 
61.2 at 40 deg. C., and 57.4 at 60 
deg. C. For D-galactose (N=2%) : 
18.8 at 21 deg. C., 43.95 at 40 deg. 
C., and 40.8 at 51 deg. C. For D- 
glucose (N=5%): 59.7 at 3 deg. 
C., 59.6 at 8 deg. C., 57.3 at 18.9 
deg. C., 55.9 at 40 deg. C., and 55.6 
at 60 deg. C. For maltose (N=2%) : 
33.6 at 19 deg. C., and 33.3 at 40 
deg. C. 

These investigators point out 
that the sweetness of fructose falls 
markedly and linearly with rise in 
temperature, apparently in accord- 
ance with the variation of its spe- 
cific rotation with temperature. On 
the other hand with glucose the 
sweetness changes only slightly 
over the wide temperature range of 
19 deg. to 60 deg. C. The authors 
attribute this to the fact that the 
equilibrium position of alpha and 
beta-glucose scarcely varies with 
temperature in this range. Galac- 
tose is also markedly less sweet at 
higher temperatures though the 
diminution is not nearly so marked 
as in the case of fructose. The au- 
thors suggest that this has a close 
relationship with the decrease of 
the specific rotation and thus with 
the shift of equilibrium of the al- 
pha, beta, and ring isomers with 


The American Perfumer 











possibly the furanose form having 
less sweetness than the pyranose 
form. 

These investigators found that 
molten fructose rapidly cooled 
with ice gives only a feeble sweet 
taste. Its taste becomes gradually 
sweeter as mutarotation proceeds. 
Ordinary beta-fructose has a strong 
sweet taste, its solution becoming 
gradually less sweet. The degree of 
sweetness of “alpha’’-fructose ap- 
pears to be 14 of that of ordinary 
beta-fructose. These authors also 
investigated the effect of concentra- 
tion on the sweetness of fructose at 
room temperature. Compared | ae 
sucrose solution containing 3, 5, 10, 
and 20 percent respective, ‘the 
relative sweetness of fructose was 
130.0, 124.4, 121.2 and 106.9 imply- 
ing that the sweetness decreases lin- 
early with increasing concentra- 
tion. 





Flavored Notes 


HERE have been several news 

notes recently concerning the 
possible utilization of radioactive 
cobalt for the sterilization and pres- 
ervation of foods. Workers with 
this material, aware of the public 
health aspects, also appear to be 
aware of the fact that a close study 
will have to be made of the effect 
of such radioactive material on the 
flavor and flavoring of the food- 
stuffs to which it is added. 

At the past meeting of the Amer- 
ican Chemical Society the awards 
given by the Society were an- 
nounced. The Fritzsche Award of 
$1000 and gold medal for achieve- 
ment in essential oils will go to 
Yves-Rene Naves, of L. Givaudan 
Co., Geneva, Switzerland. This 
award will be presented to Dr. 
Naves at the 1952 Spring meeting 
of the American Chemical Society. 

M. G. J. Beets of the Research 
Department, Polak and Schwartz, 
Zaandam and Hilversum, Holland, 
presented a paper on a new syn- 
thesis of ary] aliphatic alcohols and 
the application of the method to 
bicyclic aryl alkenes at the XIIth 
International Congress of Pure and 
Applied Chemistry.—M. B. J. 





Flavoring Ingredients 


ANUFACTURE of juice con- 

centrates by vacuum evapora- 
tion results in the loss of volatile 
flavors. 


To manufacture a_ satisfactory 


orange juice concentrate, aromatic 
ingredients will be practically re- 
stored by concentrating the juice 
to higher than fourfold, and then 
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cutting it back to fourfold with 
fresh juice possessing the desired 
volatile flavors. 

However, when frozen apple 
juice concentrate is concentrated 
to sixfold, and then diluted with 
fresh juice to fourfold, the prod- 
uct is inferior to that made by re- 
covering the volatility flavors as 
concentrated distillate and reincor- 
porating them in the fourfold 
product. It is reported that evapo- 
rator temperatures up to 130 de- 
gree F. are satisfactory to produce a 
high quality grade of apple juice 
concentrate and that extra high 
vacuum is not required.—Food 
Processing 





News of the Industry 


Revised Revenue Bill of 1951 
Passed by House Committee 


The House Ways and Means 
Committee has passed an amended 
revenue bill for 1951 which would 
increase current taxes by 7.2 bil- 
lion dollars. 

Excise taxes on distilled spirits 
would be increased from $9 to 
$10.50 per proof gallon. The draw- 
back proviso has been amended to 
increase the drawback from $6 to 
$9.50 per proof gallon. The tax on 
wines would likewise be increased 
an average of approximately 
1214 57, 

The bill provides for a special 
1214% increase in individual in- 
come tax. This increase would 
take effect September 1, 1951. The 
bill further provides that the with- 
holding rate on salaries and wages 
be stepped up on September 1. 

The normal tax on the first $25,- 
000 of corporate tax profits would 
be raised from 25% to 30%. Com- 
bined normal and surtax rate ap- 
plicable to earnings over $25,000 
would be raised from 47% to 52%. 
Effective maximum rates on excess 
profits would be raised from 77 to 
82%, excess profits tax to be fig- 
ured on that portion of a com- 
pany’s earnings which exceed 75% 
of average earnings for the best 
three or four years from 1946 
through 1949. At present only the 
portion over 85% of that average 
is subject to excess profits tax. The 
ceiling would be raised from 62% 
to 70% on that portion of a cor- 
poration’s earnings that can be 
taken by the government in 
normal taxes, surtaxes, and excess 
profits taxes. 

The corporate tax increase 
would be retroactive to January 
1, 1951. Baby oil, powders, and lo- 








tions would be exempt from 20% 
retail tax on toilet preparations 
used in barber and beauty shops. 

The bill further provides with- 
holding on dividends, royalty, and 
some interest payments. To a 
vent tax dodging through failure 
to report income, a 20% “withhold. 
ing at the source would be applied 
against most dividends and royalty 
payments, and some forms of in- 
terest. The money withheld would 
be turned over to the Treasury 
toward the payee’s income tax. 

The withholding would apply to 
corporate dividends, except patron 
dividends of cooperatives and 
amounts paid by mutual savings 
banks, building and loan associa- 
tions, credit unions and similar or- 
ganizations on “withdrawable or 
repurchasable shares, investment 
certificates or deposits.” 

Royalty payments in respect to 
mines, oil and gas wells, and other 
natural deposits, patents, copy- 
rights, trademarks, etc., would be 
subject to withholding. 

The rule also would apply to the 
interest on corporate bonds or 
similar evidences of corporate in- 
debtedness, on deposits with stock 
brokers, on amounts held by an in- 
surance company under agree- 
ment, and on overpayment of “fed- 
eral taxes, except corporate income 
or excess profits tax. 

The bill does not provide for 
withholding of interest on United 
States savings bonds, postal savings 
certificates and bank deposits, in- 
cluding savings accounts; nor on 
interest paid by savings and loan 
associations, cooperative banks, 
credit unions, and similar organi- 
zations. Interest paid by one indi- 
vidual to another individual or 
to a corporation would not be sub- 
ject to withholding. 





Synthetic Organic Chemicals 


The 1952 edition of the booklet, 
“Physical Properties of Synthetic 
Organic Chemicals,” has just been 
issued by Carbide and Carbon 
Chemicals Co. This 16-page booklet 
is issued annually and is a handy 
guide for users of organic chemi- 
cals. The new edition presents data 
on more than 300 products, 38 of 
which have been added this year. 
Niacet chemicals are included for 
the first time and the number of 
aryl chemicals has grown to 29. For 
easy reference, the chemicals are 
arranged by family groups. Con- 
densed data on applications are 
presented and physical properties 
are given in tabular form. Copies 
may be obtained without charge. 


November, 1951 


365 





November, 1951 The American Perfumer 





a tT TE 


New Additives for Soap 





Changing raw material situation focuses interests on chemi- 


cals able to prevent deterioration, improve stability and 


reduce color bodies in oils and fats of uncertain quality. 


HE uncertain raw material 

position which renders it nec- 

essary for soapers to make 
constant changes in oils and fats, 
some of which are of uncertain 
quality, has fostered increasing in- 
terest in those chemicals able to 
prevent deterioration, to improve 
stability and to reduce colour bod 
ies. Some of the most interesting of 
the new synthetic preservatives are 
guanidine derivatives, e.g. the 
para-tertiary amyl phenyl phos- 
phoric acid salt, the mercaptoben- 
zothiazole salt and _ phenyl bi- 
guanide. The aryl biguanides and 
their salts are most effective anti- 
oxidants when present in propor- 
tion as low as 0.01—0.5% based on 
the dry weight of the soap. Some of 
these additives, e.g. phenyl iso-tolyl 
biguanide tend to prveent the nor- 
mal discolouration of soap when 
exposed to sunlight and are conse- 
quently of great value when off- 
grade raw materials are used in 
soap making. 


Polyamines 


The polyamines, e.g. diethylene 
triamine, triethylene tetramine and 
tetraethylene pentamine. are par- 
ticularly effective as additives able 
to prevent or retard rancidity in 
soaps when present in proportions 
of 0.02—1.0% on the weight of 
soap. These synthetic chemicals are 
fully described in U.S. Patent, 
2,409,056. It is claimed that 0.1% 
by weight of triethylene tetramine 
when added to soapstock made up 
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of 95% tallow and grease and 5% 
rosin will make a soap able to de- 
velop a peroxide value of 0.4 in an 
accelerated rancidity test, whereas 
a similar soap untreated with pre- 
servative developed a peroxide of 
9.0. Another anti-oxidant of in 
terest to soapers and refiners of ani- 
mal and vegetable oils is propyl gal- 
late which. in the proportion of 
0.01% is added to lard to improve 
its keeping qualities. This chemical 
is claimed by the appropriate 
Government Departments to be 
non-deleterious to health in the 
proportions recommended for use 
as an anti-oxidant in oils and fats. 
Propyl gallate is also being consid- 
ered as an additive to soap to im- 
prove its stability, particularly 
when stored under tropical condi 
tions involving high humidity. 
Other new anti-oxidants for fats 
and oils are “Tenox HI,” a 
highly purified hydro-quinone and 
“Tenox B.H.A.” or butylated hy- 





droxy anisol. These complex syn- 
thetic chemicals are claimed to act 
as highly efficient stabilizers for 
edible fats and oils. They are eff- 
cient at very low concentrations, i.e. 
below 0.01%, and are worthy of 
close study by soap and _ allied 
manufacturers. Before leaving anti 
oxidants, mention should be made 
of some of the interesting pyrene 
compounds, such as polycyclic aro- 
matic hydrocarbons having at least 
t condensed rings combined in the 
form of a pyrnee nucleus, which 
are able to inhibit the oxidation 
and gumming of animal and vege- 
table and fish oils. These bodies are 
mentioned in British Patent 572,- 
458. 

It should be stressed that the 
complex chemical substances men- 
tioned above do not entirely re- 
place in service the older types of 
anti-oxidants, such as sodium hy- 
posulphite, parahydroxybenzoic 
acid derivatives, para-phenyl phe- 
nolate, sodium benzoate, hexa- 
methylentetramine, hydroxylamine 
hydrochloride, stannous chloride, 
sodium stannate, etc., which have 
for years proved particularly val- 
uable as anti-oxidants. 


Natural Anti-Oxidants 


In any mention of anti-oxidants 
mention should be made of the 
natural products, such as the con- 
centrates prepared from extracted 
palm-kernel, peanut, soyabean, cot- 
tonseed and linseed meals. Accord- 
ing to T. P. Hilditch and S. Paul, 
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SOME OF THE 100 


WHAT MAKES 


The Camels are Coming 
Kiddie Kar 
The Ayer House Ads 


The Instrument of the 
immortals 
Down from Canada came 
tales of a wonderful 
beverage . 


A $10,000 Mistake 


Again, she ordered 
chicken salad 


Written After Hours 
The Lux Toilet Soap 
Story 
The Tin Lizzie Becomes 
A lady reproductions and case histories of 100 ads that did what they were intended to 
That's a hell of a way 
to run a railroad do and gained permanent fame. 
Phoebe Snow 


Do you make these You will 100 of the all-ti t isi 
mistakes in English? will see of the all-time greats of advertising. Already adver- 


Jim Young's Odorono 
Story 


Look at All Three 


Never underestimate the 

power of a woman THE 100 GREATEST 
Salada Tea 
Macy's Great Christmas 


anon eonginn ADVERTISEMENTS 


What are the basic ingredients of an ad? What makes it touch the hearts—and 
pocketbooks—of people the world over? Now, in this unique book, you will find 


tising’s bestseller, certain to become a classic in every adman's library. 


but never a bride 
The Kid in Upper 4 
Somewhere West of Julian Lewis Watkins 

Laramie (with an introduction by Raymond Rubicam) 
Tell it to Sweeney 214 pages, 84% x 11, 100 illustrations, $6.00 


d 72 oth ‘ P ° . 
mala to nen om This book brings you a guide upon which you can evaluate ad- 


vertising effectiveness. A “must” in your reference library if you 
make, buy, sell, teach, or study advertising. 


WHO WROTE THEM AND WHAT THEY DID 


In this volume, which is the result of years of re- 

search, interview, correspondence and vote, you 

will find a commentary on who wrote them, what Send for your copy of “The 100 Greatest 
they did and why they sold the merchandise or | Advertisements” now. You'll find it fas- 
ideas they were expected to sell. Some of the com- cinating and useful reading. Clip and 
mentaries were written by the copywriters them- | mail the coupon today! 

selves, explaining the growth of the idea and how 

they created it. 


“A WEEK’S PAY” MOORE PUBLISHING CO., INC., 


aie t Book Div., 48 W. 38th Street, N 
As Raymond Rubicam says in his Introduction: , ne 


“When I began as a copywriter, a book like this Please send me copies of THE 100 GREATEST 
would have been worth more money to me than I ADVERTISEMENTS. Price per copy six dollars ($6.00). 


owned. A week’s salary would have been a bargain 
price.” | enclose check for $ 


Check other ads you’ve seen and compare them gee NAME 
with the 100 compiled by Mr. Watkins. Read what SS 

genius made these ads click and live. Find the ADDRESS 
answers to many other questions about good ad- 

vertising in this unique and handsome volume. 
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m Albert Verley & Company’s new 





ALBERT VERLEY AND CO., Inc 
472 W. Superior St., Chicago 10, Illinois 
114-116 East 25th St., New York 10, N. Y. 


MEFFORD CHEMICAL CO 


1026 Santa Fe Ave., Los Angeles 21, Calif. 


ALBERT VERLEY AND CO., Inc. 


222 Front St., East, Toronto, Ontario 


Representatives in all principal cities 
throughout the world. 


by ALBERT VERLEY & COMPANY, I) 


) MVunosa x Cour cxl ei 


offers you new creative inspiration — 
adding to your resources a perfect replica 


of a delightful, little-known aroma. 


While Mimosa is an old classic, we feel that until now there has 
never been a successful interpretation of the fresh flower. 

The natural fragrance is delicate and dries with extreme speed. 
From the perfumer’s standpoint, the blossoms live but a day. 


To catch this delightful fragrance at its peak, with perfect 


fixation, was the goal of Albert Verley and Company's research. 


We are happy to announce that this objective has been attained — 
and that we are now able to offer Mimosa Fleur Extra as a brand- 
new, original note for blended compositions, or as a unique, 
appealing extract capable of standing alone in any company. 

For full appreciation of this new, inspiring note, you need a 


working sample. Write for it today. 


Synthetic Aromatic Products and Organic Isolates ¢ Synthetic Flower Oils and Aromatic Bases ¢ Bouquets and Finished Compositions 
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J. Soc. Chem. Ind. 58, 21—4 
(1939) these concentrates are defi- 
nitely of interest, e.g. concentrates 
from cottonseed meal have excep- 
tionally pronounced antioxygenic 
activity and are able to exercise a 
retarding influence on the deteri- 
oration of sofe fats and oils. P. Du- 
bouloz, Lagarde and _ Laurent, 
Oleagineux, 2,242—6, refer to two 
anti-oxidants in addition to toco- 
pherol which were isolated from 
the unsaponifiable matter of a 
sample of palm oil. British Patent 
No. 589,273 describes the use of 
phosphatides and combinations of 
phosphatides with other synergistic 
anti-oxidants, when heated with 
ammonia, to give enhanced protec- 
tion against the oxidation of ani- 
mal, marine and vegetable fats or 
oils. Another natural product of 
value as an anti-oxidant is norconi- 
dendrin which can be _ isolated 
from western hemlock sulphite 
waste liquor. G. S. Fisher, L. 
Kyame and W. G. Bickford, J. AM 
Oil Chemists Soc. 24,340—43 
(1947) describe the properties of 
this new compound and point out 
that it possesses antioxidant activity 
in beth hydrogenated and unhy- 
drogenated oils and in lard. These 
writers state that the activity of 
norconidendrin is comparable with 
that of polyphenolic anti-oxidants, 
such as nordihydroguaiacetic acid. 
This new anti-oxidant may be 
added before or after the deodo- 
rization of the oil or fat, if the lat- 
ter, then it is stated that the ad- 
ditive contributes no colour, or 
flavour to the treated oleaginous 
matter. 


Sodium Dithionite 

Sodium dithionite is able to im- 
prove the colour of soaps made 
from bleached fats and at the same 
time act as a preservative in pre- 
venting the growth of fungi and 
bacteria. The use of this chem- 
ical is described in British Patents 
577,879 and 577,880 which also cov- 
ers a process of treating dark col- 
oured fats with phosphoric acid 
and hydrogen peroxide. A very sat- 
isfactory method of | removing 
colour bodies from oils and fats 
depends upon the use of formal- 
dehyde or its polymers, in the pres- 
ence of an acid catalyst. In U.S. 
Patent 2,428,367 a method is de- 
scribed of treating oil with para- 
formaldehyde. In one example 
given, hydrogenated refined soya- 
bean oil is heated with the formal- 
dehyde polymer in the presence of 
a small amount of concentrated 
sulphuric acid. Activated bleaching 
earth is added to the mixture 
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heated to 100 deg. C. After neu- 
tralization with calcium carbonate, 
the oil is filtered hot and is suitable 
for making white soap. 


Rapid Determination of 


Moisture in,Soap Products 


GOOD deal of interest is now 

being taken in an ingenious ap- 
paratus, called a Moisture Teller, 
which is used for moisture control 
in material processing or for labo- 
ratory moisture determinations. 
This operates with great rapidity 
and calibration is not required 
since moisture is determined gravi- 
metrically. The same high accuracy 
is obtained as in oven drying. The 
principle of the Moisture Teller 
is simple. The moisture in the sam- 
ple is quickly converted to vapour 
which is carried out through the 
filter cloth bottom of the sample 
pan by an adequate stream of hot 
air. Drying time is only 2 minutes 
for some materials and up to 15 
minutes for materials difficult to 
dry. No calculations are necessary, 
and this is a great boon to the plant 
operator. Using the new comput- 
ing beam balance and a catch 
weight, the operator merely bal- 
ances the beam before and after 
drying and reads directly either the 
percentage of solids or moisture. 
The apparatus dries one sample at 
a time or may be used for the rapid 
drying of several samples simul- 
taneously. 


Choice of Stearic Acid 


for Superfatting 


TEARIC ACID, or a mixture 

of stearic acid and white petro- 
latum, is a good superfatting agent 
for many kinds of toilet soap. The 
additive, when present to the ex- 
tent of 1.5%, has a most benefical 
action as it improves the texture of 
the soap and tends to have a no- 
ticeable __plasticizing action. If 
more than 2% stearic acid is pres- 
ent in the soap there is a danger 
that its lathering properties may 
be noticeably impaired. 

The best results in superfatting 
can only be ensured by using the 
best quality stearic acid, prefer- 
ably one containing a minimum of 
80% true stearic. The iodine value 
should be 1.0-1.5 maximum and 
the titer from 147-149 deg. F. An 
important property of all kinds of 
superfatting agents is odour stabil- 
ity and stearic acid containing un- 


saturated impurities is liable to suf- 
fer in this respect. Colour is also of 
great significance and the superfat- 
ting acid should not only be col- 
ourless, but exhibit a great resist- 
ance to colour changes on heating. 
This, unfortunately is a charac- 
teristic which is not found in every 
type of commercial stearic. 


Hexylene Glycol in 
Pre-Spotting Soaps 


HIS high molecular weight di- 

hydric alcohol is a useful addi- 
tive to pre-spotting soaps which are 
used to remove water soluble stains 
which might become set in a regu- 
lar dry cleanng process. Hexylene 
glycol serves as a coupling solvent, 
i.e., it solubilizes the soap with the 
water, contributes some special sol- 
vent power and also assists in the 
removal of the last traces of water 
and soap when the garment is dry 
cleaned with ordinary solvents. 

Hexylene glycol is a waterwhite 
compound which resembles in 
properties the lower molecular 
weight glycols. It possesses a mild, 
sweetish odour, has a molecular 
weight of 118.17 and a boiling 
point 198.3 deg. C. Hexylene glycol 
is miscible with polar substances, 
such as water, fatty acids and the 
lower alcohols and has good com- 
patibility with aliphatic and aro- 
matic hydrocarbons. Generally 
speaking, this additive exhibits ex- 
cellent solvency for a variety of ma- 
terials and is a useful ingredient of 
cleaners, stain removing prepara- 
tions and special cleansing soaps. 


Pennsylvania Salt Mfg. Co. An- 
nounces new Dry Cleaning Soap 


A new dry cleaning soap which 
is said to be both a detergent and 
emulsifier has been announced by 
the Pennsylvania Salt Mfg. Co., 
Philadelphia, Pa. It is offered in 
five and 55 gal. drums and is de- 
signed to help dry cleaners control 
rising costs. 


Zirconium Carbonate Found 
Effective for Poison Ivy 


A new preparation, zirconium 
carbonate incorporated in a salve 
has met with varying degrees of ef- 
fectiveness in the relief of itching 
and spreading of poison ivy ac- 
cording to Dr. Eugene Wainer of 
the Titanium Alloy Manufacturing 
Div. of the National Lead Co., 
Niagara Falls, N. Y. 
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INSPIRED ... CREATIVE 


perfume specialties 


oe - « » both the charm 


and haunting loveliness of Parisian 
Perfumes have been transplanted 


to New York. 


bu « « de Laire Specialties 


provide the creative perfumer with 
new, original accords to lighten 
and brighten the transitional stages 
of making his composition a new, 
distinctive perfume. de Laire 
Specialties offer new odor values and 
harmonies previously unknown, 


DIVISION OF 


DODGE & OLCOTT, INC. 


180 Varick Street +» New York 14, N. Y. 
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Legislative and Court News 





No Cosmetic Pricing Regulation 


Until Early 1952 


OPS will not issue its tailored 
pricing regulation for cosmetics 
until Congress has acted on the 
substitute to the so-called Capehart 
amendment dealing with price ad- 
justments to reflect increased direct 
and indirect costs. Until the cos- 
metic regulation is issued, manufac- 
turers will have to price cosmetics 
under the General Ceiling Price 
Regulation reports the National 
Beauty & Barber Mfrs. Assn. 

Amendments to the Manufactur- 
ers Pricing Regulation, CPR No. 
22, dealing with price adjustments 
to reflect increased costs, direct and 
indirect, will be held up until Con- 
- acts on the substitute to the 

Capehart amendment. 

The OPS Cosmetic Industry Ad- 
visory Committee is not expected 
to meet again until sometime in 
November to discuss the proposed 
prov isions of the tailored cosmetic 
pricing regulation. Don't look for 
the cosmetic pricing regulation to 
issue until sometime in the early 
part of 1952. 


Congressional Committee Studying 
Use of Chemicals in Cosmetics 

The House of Representatives, 
has adopted House Resolution 447 
which authorizes the House Select 
Committee to Investigate Chemi- 
cals to extend the committee’s 
power of inquiry into the field of 
cosmetics. The Select Committee is 
now investigating the use of chem- 
icals in food, insecticides and fer- 
tilizers. The Committee’s inquiry 
into the use of chemicals in cos- 
metics is not expected to reach the 
hearing stage until early 1952 since 
its members and staff will be con- 
ducting hearings in New York City 
and on the West Coast during No- 
vember and December on the use 
of chemicals in food reports the 


enterprising National Beauty & 
Barber Mfrs. Assn. 
The Resolution to investigate 


chemicals in cosmetics was pre- 
sented to the House by the Select 
Committee and it specifically au- 
thorizes the Committee to conduct 
“an investigation and study of the 
nature, extent, and effect of the 
use of chemicals, compounds, and 
synthetics in the production, proc- 
essing, preparation, and packaging 
of cosmetics to determine the effect 
of the use of such chemicals, com- 
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pounds, and synthetics upon the 
health and welfare of the Nation.” 

Congressman James J. Delaney 
(Democrat, N.Y.), Chairman of 
the Select Committee, stated: “The 
Select Committee has _ received 
many complaints and anxious 
queries about synthetic ingredients 
in hair preparations and other 
cosmetics. These were supported 
by a report from the Food and 
Drug Administration on new de- 
velopments in this field. As a re- 
sult, the Committee quickly came 
to agreement on the necessity for 
extending its probe to cover cos- 
metics.”’ 

A copy of the letter-report sub- 
mitted to the Select Committee by 
the U.S. Food & Drug Administra- 
tion in which it lists injuries oc- 
casioned to consumers in the past 
decade as a result of the distribu- 
tion of cosmetics without adequate 
pre-testing safeguards was for- 
warded to members of the associa- 
tion. 

Congressman Delaney, hinting 
that corrective legislation is 
needed to require mandatory pre- 
setting and manufacturing con- 
trols, commented as follows on the 
Food & Drug Administration’s re- 
port: “A grave situation has been 
created by the limitations of the 
present law, which does not require 
that chemicals used in cosmetics 
be proven safe before the chemi- 
calized product is put on the mar- 
ket.” It is apparent that the study 
of the Select Committee will be the 
fore-runner to an effort to amend 
the Federal Food, Drug, and Cos- 
metic Act to provide controls for 
cosmetics patterned after the re- 
quirements of the law for “new” 
drugs. (Section 505 of the Federal 
Food, Drug, and Cosmetic Act.) 

The “new” drug sections of the 
law provide that no person shall 
ship any “new” drug in interstate 
commerce unless an application is 
filed with the Food & Drug Admin- 
istration setting forth the following 
information. 

1. Full reports of investigations 

which have been made to 

show whether or not such 
drug is safe for use; 

2. A full list of the articles used 
as components of such drug; 

3. A full statement of the com- 
position of such drug. 

f. A full description of the 


methods used in, and the fa- 










cilities and controls used for, 

the manufacture, processing, 

and packing of such drug; 

5. Such samples of such drug 
and of the articles used as 
components thereof as the Ad- 
ministrator may require; and 

6. Specimens of the labeling pro- 


posed to be used for such 
drug. 


Beauty and Barber Shops Freed 
from Cosmetic Excise Tax 


Due very largely to the intelli- 
gent and persistent work of Jacob 
Reck of the National Beauty and 
Barber Manufacturers’ Assn. beauty 
and barber shops were freed No- 
vember 1 from the requirement to 
pay a 20 per cent excise tax on cos- 
metics they use in rendering serv- 
ices. 

The success of the campaign 
waged by Mr. Reck was earned. In 
1948 when Congress was in a 
mood to decrease taxes he fought 
almost alone for the repeal of the 
cosmetic excise tax as representa- 
tive of the enterprising association 
of which he is counsel. 

Under the new tax law no taxes 
are imposed on shampoos contain- 
ing more than 5 per cent sapona- 
ceous matter and the excise tax on 
lotions, oils, powders and other cos- 
metics intended to be used or ap- 
plied in the care of babies was re- 
pealed. Baby cosmetics it was held 
fall within the category of necessi- 
ties and so should not be taxed. 
Sales by manufacturers or distribu- 
tors to house to house salesmen of 
miniature cosmetic samples for 
demonstration use are not taxable. 
If the house to house salesman 
sells the miniature samples such 


sales are subject to the 20 per cent 
excise tax. 


Misbranding of Product for 
Skin Blemishes Condemned 


The Colorado Federal Court 
condemned as misbranded a ship- 
ment of two products held out as 
complexion aids. Examination dis- 
closed the one product was colored 
with a mixture of iron oxide and 
carbon, and the shades designated 
as auburn, red, and medium 
brown were colored with iron 
oxide. 

Misbranding was charged under 
Section 602(a) in that the label 
statement “Coloring material used, 
comply with regulations of the 
United States Dept. of Pure Food 
and Drugs, Washington, D.C.” was 
false and misleading since it cre- 
ated the impression that the colors 
used had been certified by the 
Food and Drug Administration. 


1951 


November, 


371 








The 


Atlas HLB System 


Eliminates 






“by guess and by gosh’ 





in choosing 





cosmetic emulsifiers! 






ow, you don’t have to do so much experimenting with hundreds of 
N emulsifiers just to find the one or two that are right for a particular 
job. By using the Atlas HLB System, you can eliminate many a trial- 
and-error sampling. 







The HLB System—first of its kind—is based on empirical numbers 
representing the Hydrophile-Lipophile Balance (HLB) of each emulsi- 
fier. What's more, the greatly expanded Atlas HLB System includes 
HLB numbers for the materials to be emulsified: oils, fats, waxes. This 
opens the way for greater progress in the development of new products 
and the improvement of old ones. 









The HLB System is described in detail in the Atlas Surface Active 
Agents Book. This valuable book is free—ask for it on your official 
stationery. 







Atlas produces a wide range of emulsifiers offering a complete range of 
solubility from oil-solubility to water-solubility, with many gradations 
of organic solubility. They offer also a wide range of physical forms, 
including thin liquids, viscous oils, and soft or hard waxes. 












f- Arlex and Sorbo sorbitol 
Span, Tween, and Arlace! emulsifiers 


Soluble lanolin and beeswax type emulsifiers 


Hystrene high-purity stearic acids 
Arlex, Sorbo, Span, Tween, Arlacel: Reg. U.S. Pat. Off 
Hystrene: Trade Mark Trendex Co 


INDUSTRIAL CHEMICALS DEPARTMENT 




















ATLAS POWDER COMPANY, WILMINGTON, DELAWARE ° OFFICES IN PRINCIPAL CITIES ° CANADA— BRANTFORD 
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Dr. Percy Isherwood Honored at 
W.J. Bush Centenary Luncheon 


Dr. Percy C. C. Isherwood, 
chairman of W. J. Bush & Co., 
Ltd., London, England, was guest 
of honor at a luncheon commemo- 
rating his fifty years of service, and 


! 


R. R. Webb 


the centenary of the parent com- 
pany tendered recently by ex- 
ecutives of W. J. Bush & Co. Inc., 
New York. R. Righton Webb, 
treasurer and manager of W. J. 
Bush & Co., Inc., New York, pre- 
sided. 

Among the guests were Cecil 
F. Bush, joint manager and direc- 
tor of the London company, and, 
from Canada, Reginald W. Jen- 
nings, vice-president of W. J. Bush 
& Co. (Canada) Ltd. 

Dr. Isherwood presented an in- 
teresting speech in which he de- 
scribed some of the highlights of 
the history of “Bush.” Mr. Webb 
and Mr. Bush also joined in with 
Dr. Isherwood in thanking the em- 

loyes and friends of the concern 
or loyal service throughout the 
years. 

One of the fundamental pur- 
poses of the lunch was to show the 
company’s appreciation for em- 
ployes with 40 years or over of ser- 
vice. Dr. Isherwood presented each 
of these personally with a gold 
watch. They included H. P. Bossel- 
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man, 52 years, Miss Theresa 
Guelke, 45 years, Spurge Bettle, 
14 years, Gus Haefner, 41 years, and 
Miss Anna Barkemeyer, 40 years 
with the company. 

Others present at this successful 
luncheon were Richard D. Webb, 
Miss Fannie Button, Robert Haef- 





Dr. Percy C. C. Isherwood 


ner, Miss Kay Wetterer, Miss Doro- 
thy DeFrancesco, Mrs. Rose Bar- 
ton, Miss Isabell Barton, Miss 
Anne Parmalee, Aubrey Evans, 
plant manager, and Cecil Rice, 
sales director. 


Survey Indicates 59% of Grocery 
Stores Handle Non-Food Products 


Selling Research Inc. has com- 
pleted a survey which indicates 
that 59 per cent of the country’s 
grocery stores handle non-food 
products. Among these, 84 per 
cent handle shampoo, 77 per cent 
toothpaste, 72 per cent shaving 
cream. The survey also covered 
hand lotion and creams, hair tonic, 
talcum powder, personal deodor- 
ant, face powder, nail polish and 
lipstick. 

In non-food stock, the west 
south central led with 86 per cent, 
the west north central was second 
with 73 per cent, east north central 
was third with 63 per cent, the 
middle Atlantic was fourth with 45 
per cent, and New England was 
low with 27 per cent. 










E ROUND TABLE — 


Cosmetic Chemists’ Technical 
Meeting Set for December 6 


The technical meeting of the So- 
ciety of Cosmetic Chemists is to be 
held in the Ball Room of the Bilt- 
more Hotel on December 6. 

The morning session will be de- 
voted to a symposium on hair. A 
sound movie on photomicrographic 
techniques for studying hair soil 
and detergency will be shown by 
V. M. Votaw of the Procter & 
Gamble Co. Dr. E. I. Valko of 
Brooklyn Polytechnic Institute and 
G. Barnett of Warner-Hudnut Inc. 
will present a study of the swelling 
of hair in mixed aqueous solvents; 
and Dr. Walter J. Hamberger of 
Fabric Research Laboratories of 
Boston will discuss the effect of 
chemical treatments on the me- 
chanical behavior of hair. Finally, 
Dr. Richard Steele, Textile Re- 
search Institute at Princeton, will 
present recent developments in re- 
search on the structure of keratin 
fibers. 

Other phases of cosmetics re- 
search will be considered during 
the afternoon session. Dr. Louis 
Barail of the U. S. Testing Co. will 
discuss the deodorizing properties 
of chlorophyll in dentifrices; and 
H. W. Zussman of Alrose Chemical 
Co. will read a paper on the foam- 
ing properties of surface-active 
agents. G. N. Miles of Colgate- 
Palmolive-Peet Co. will present a 
study of stability of detergents and 
soaps. Germicidal soaps in cosmet- 
ics will be the subject of a paper 
presented by Prof. C. A. Lawrence 
of the University of Michigan. 


Cosmetic Trade Rules Likely 
To Be Issued Early in 1952 


The Federal Trade Commis- 
sion’s cosmetic trade practice rules 
are expected to become effective 
early in 1952. The rules, which 
were introduced last spring, will 
permit manufacturers to substitute 
alternate services of equivalent 
value for demonstrators. 
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WANTED — 
packaging that sells cosmetics 


c 


Every cosmetic, perfume and toiletry item is sold against tough 
competition. And often the consumer’s choice depends upon the 
attractiveness of the product. That’s why manufacturers of cos- 
metics and toilet preparations continuously search for new and 
different ways to present their products. 


You can sell these manufacturers your products by telling your 
packaging story in THE AMERICAN PERFUMER. Here’s why: 


Management, sales and advertising executives in the cosmetic in- 
dustry vitally need marketing and merchandising information . . . 
facts on what type and price cosmetic, perfume and toiletry is 
moving at the retail level. One of the best places they can get this 
data is in THE AMERICAN PERFUMER. Features of this type 
are “must” reading for these executives. They are eager to find 
new ways of promoting and distributing their products. Y our sales 
message in THE AMERICAN PERFUMER can give them this in- 
formation. 


facts to consider 


When you tell your story in THE AMERICAN PERFUMER you 
reach this important group of men in the only magazine edited 
exclusively for this field. You get direct and adequate coverage 
for your sales message. 41.5% of THE AMERICAN PER- 
FUMER’s paid circulation among domestic cosmetic manufac- 
turers is not duplicated by any other business paper devoted to 
any phase of cosmetic, perfume and other toilet preparation, 
formulation and manufacture. 


Why not find out more about what THE AMERICAN PER- 
FUMER can do for you? Write or phone today. Let us prove we 
can help you sell to the cosmetic industry. 


THE AMERICAN PERFUMER & ESSENTIAL OIL REVIEW 


9 EAST 38TH STREET, NEW YORK 16, N. Y. MEMBER ABC-ABP 


The only primary publication devoted exclusively to the problems of manufacture 
and distribution of perfumes, cosmetics, soaps and flavors. A MOORE PUBLICA- 
TION. There are nine others, including Advertising Agency, each a leader in its field. 
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Critical Period in Supply 
of Collapsible Tubes Coming 


At a recent meeting of the col- 
lapsible tube manufacturers Indus- 
try Advisory Committee to N.P.A. 
it became apparent that a critical 
period in the supply of collapsible 
tubes will occur during the early 
part of 1952. There was an indica- 
tion that inventories of collapsible 
tubes may be limited to a sixty-day 
supply of any size or tubes. 


Participation in New Orleans’ 
Fete des Parfums Growing 


The Fete des Parfums, which The 
New Orleans Fashion Group is 
presenting in that city on Novem- 
ber 19, now numbers 37 participat- 
ing perfumers, each represented by 
a fashion. Leading stores intend 
to give all-out support to the event, 
and store windows will be devoted 
to the fashion-fragrance tie-in pro- 
motion. 


Three Men Caught, Plead Guilty 
to Coffee Coupon Theft 


Three men, including a letter 
carrier, have pleaded guilty to 
coffee coupon theft in the U.S. Dis- 
trict Court in Brooklyn, New 
York, N.Y. 

The federal government charges 
that Francis V. Galletti, Post Of- 
fice employee, stole 10,000 White 
Rose gift-offer postcards mailed by 
Seeman Bros. from the mail. He 
faces a maximum sentence of ten 
years in prison and a $4000 fine. 
Of the other two men, one bought 
the cards, which had a retail value 
of 21 cents each, from him for 8 
cents and sold them for 9 cents to a 
grocer, who resold them to other 
grocers. Both face a maximum sen- 
tence of two years in prison and a 
$2000 fine. 

Post office inspectors urge con- 
tinual care by companies mailing 
coupons, and urge them to make 
regular checks. 


Beauty Trade Show Surpasses 
Initial Effort 

L. A. Freiberg, managing direc- 
tor of the National Beauty Trades 
Show co-sponsored by the 
N.H.C.A. and the NBBMA, re- 
ported that the sale of booth space 
for the 1951 Show at the Hotel 
Statler, New York City, August 26- 
28th, was 7 per cent higher than 
last year’s exhibition and _hair- 
dresser attendance was less than 
5 percent below the 1950 Show. 
Dealer registration at the 1951 
Show showed an increased attend- 
ance of dealers of 13 per cent over 
the number attending the 1950 
Show. Dealers attending the 1951 
Show represented the leading East- 
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ern beauty and _ barber supply 
firms. Several dealer firms brought 
parties of hairdressers to the Show. 


Albert E. Mullen of Avon 
Products Died October 29 


Albert E. Mullen an executive of 
Avon Products Inc. died suddenly 
at his home in Pelham, N.Y. Oc- 
tober 29 following a stroke. He had 
had a heart attack previously and 
for the last few years had reduced 
the pace at which he had been 





A. E. Mullen 


working. Mr. 
of age. 

He had been with Avon Products 
Inc. since 1934 and was manager of 
the American Perfumers’ Labora- 
tories Inc. division of Avon Prod- 
ucts. He was a member of the New 
Rochelle Shore Club of which he 
had been president and he was also 
a member of the Cardinal’s Com- 
mittee of the Laity. 

He is survived by his wife, a 
daughter, Mrs. Edith Thompson 
and two grandsons as well as five 
sisters. 

Mr. Mullen achieved his success 
by hard work and a constant study 
of trends in the industry which he 
made his life work. His friends 
were legion and he was known and 
respected for his kindness to others 
and his disposition at all times to 
be of help to them. 


Mullen was 59 years 


Courtney Executive Undertakes 
200,000 Mile Business trip 

Dewey Windle of Eileen Court- 
ney is undertaking a 200,000 mile 
business trip on behalf of his firm, 
promoting its new one pound jars 
of Aqua Glow, its new lipstick 
shades, and Clear Up, Courtney’s 
latest facial product. 


New Perfume Supplies 
Concern Formed 


Polarome Mfg. Co., Inc., manu- 
facturers of perfumers’ raw materi- 
als, has been organized by William 
O. Bruell with offices and labora- 
tories at 73 Sullivan St., New 
York 12, N.Y. The _ telephone 
number is COrtlandt 7-2092, 2098. 





House Fair Trade Bill Would Amend 
Federal Trade Commission Act 


A new fair trade bill has been 
introduced in the House of Repre- 
sentatives by Democratic Congress- 
man John C. McGuire of Connect- 
icut. The bill, designated as HR- 
5767, has been referred to the 
House Committee on Interstate 
and Foreign Commerce. It is un- 
derstood that public hearings will 
be held when Congress reconvenes 
next year. 

The bill’s objective is to permit 
enforcement of fair trade contracts 
against non-signers in _ interstate 
commerce by amending the Fed- 
eral Trade Commission Act rather 
than the Miller-Tydings Act and is 
thus designed to remove anti-trust 
law objections to such enforcement 
raised in the supreme court’s re- 
cent Schwegmann decision. 

Drug industry organizations in- 
cluding the Bureau of Education 
on Fair Trade have campaigns in 
progress to provide necessary edu- 
cational material to all members of 
the industry for use in making rep- 
resentations to their congressman 
on behalf of this important legis- 
lation. 


Alleged Hair Grower Destroyed 
by FDA for Misleading Claims 


The New Jersey Federal Court 
condemned as misbranded and ord- 
ered destroyed a shipment of an al- 
leged hair grower. Examination 
showed that the product consisted 
essentially of lanolin, pumice, and 
a perfume material. Misbranding 
was charged under Section 502(a) 
because certain statements on the 
jar labels, display cartons, reprints 
from magazines, streamers, and 
counter display cards were false 
and misleading. The statements 
represented and suggested that the 
article was effective in growing 
hair in 3 out of 5 cases. The article 
was not effective to grow hair. 


Mann Fine Chemicals, Inc. 
Organizes Subsidiary 

Mann Fine Chemicals, Inc. has 
organized a subsidiary under the 
name of Mann Research Labora- 
tories, Inc. to consolidate and ex- 
tend research and production on 
amino acids and research chemi- 
cals. 

Mann Research Laboratories, 
Inc. will offer a complete line of 
Amino Acids, natural and unnatu- 
ral, in their L, D and DL form, 
polypeptides, pure crystalline en- 


zymes, analytical enzymes and en- 
zymes for special purposes, rare 
sugars, vitamins and a number of 
complex organic research chemi- 
cals. 
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GOOD QUALITY AND LOW PRICES 


ARE THE OUTSTANDING FEATURES OF 
OUR NEW CREATIONS 


HYDRO ROSE 


AN EXCELLENT ROSE ODOR SUITABLE FOR USE IN 
PERFUMES, LOTIONS, CREAMS, POWDERS, ‘ETC. 


HYDRO MUGUET 


TO BE USED EITHER AS A BASE FOR A MUGUET TYPE PREPARATION, 
OR AS SUBSTITUTE FOR HYDROXYCITRONELLAL 


HYDRO C.P.S. 


RECOMMENDED AS A SUBSTITUTE FOR HYDROXYCITRONELLA 


ROURE- DUPONT, INC. 


ESSENTIAL OILS, AROMATIC CHEMICALS AND PERFUME BASES 
GENERAL OFFICES 
366 MADISON AVENUE, NEW YORK 17,N. Y. 


CHICAGO BRANCH LOS ANGELES BRANCH 
519 NORTH DEARBORN ST. 5517 SUNSET BOULEVARD, HOLLYWOOD 


SOLE AGENTS IN UNITED STATES AND CANADA FOR 
ROURE-BERTRAND FILS et JUSTIN DUPONT 
GRASSE (A. M.) FRANCE ARGENTEUIL (S. & ©.) FRANCE 


376 November, 1951 The American Perfumer 














Controls over New Ingredients 
in Cosmetics Suggested 

U.S. Food & Drug Commissioner 
Charles W. Crawford, in a recent 
speech, recommended legislation to 
regulate the use of new ingredients 
in cosmetics. Referring to the re- 
cent FDA seizures of several so- 
called “dry” shampoo products, 
Commissioner Crawford empha- 
sized the requirements imposed on 
the drug industry to file scientific 
proof of safety of all new drugs 
with the U.S. Food & Drug Admin- 
istration reports the alert National 
Beauty Barber Mfrs. Assn. 

Commissioner Crawford feels 
that controls by the FDA should 
be authorized by Congress over the 
use in cosmetics of any substance, 
of whatever nature, when that sub- 
stance has not been adequately 
tested, either through human ex- 
perience or by all reasonably ap- 
plicable laboratory and _ clinical 
procedures, to show either that it 
is not poisonous or deleterious or, 
if it is, and it is required in the 
production of a cosmetic, that it 
can be used safely. 

Regarding the seizures by FDA 
of the shampoos, containing poly- 
oxyethylene type surface wetting 
agents, Commissioner Crawford 
commented as follows: 


“Recent seizures and recall pro- 
grams on certain shampoos indi- 
cate the need for similar legisla- 
tion on cosmetics. The new in- 
gredient in these products was a 
detergent that some firms had in- 
vestigated and rejected as too 
dangerous for use where it might 
get into the eyes. Injuries to the 
eyes on a number of people 
who used the shampoos were re- 
ported. Our tests on laboratory 
animals showed that even when 
the eyes were immediately 
washed out with clear water se- 
vere inflammation was caused, 
resulting in some cases in opaque 
scar tissue that impaired sight 
for a protracted period and per- 
haps permanently. We _ believe 
that consumers should be pro- 
tected against such hazards by re- 
quiring adequate testing of new 
ingredients before they are used. 
The toilet goods industry has 
done a constructive job in advis- 
ing its members on the neces- 
sity of using only pure and safe 
ingredients, but this is not an ef- 
fective restraint of firms that 
are willing to take a chance.” 


In recent years, the Food & Drug 
Administration has indicated it 
would like to have the same regu- 
latory authority with regards to 
cosmetics as it now possesses for 
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“new” drugs. Commissioner Craw- 
ford’s statements are an invitation 
to Congress to amend the Federal 
Food, Drug, and Cosmetic Act to 
provide the Food & Drug Adminis- 
tration with authority to require 
the cosmetic industry to furnish it 
with scientific proof of safety of all 
new ingredients used in cosmetic 
products. Commissioner Crawford's 
recent speech could well be the 
“kick-off” in the campaign to ob- 
tain this expanded authority over 
cosmetics for the FDA. At the pres- 
ent time there are several amend- 
ments to the Food, Drug, and Cos- 
metic Act which are directed at 


labeling of food and soap products. 
It will be interesting to watch and 
observe whether Congress broadens 
its inquiry into food and soaps at 
this time to include cosmetics. 





Lucien Lelong presents the first of his 200 

bottles of Edition Limitee perfume to Mme. 

Vincent Auriol, wife of the president of 

France. The perfume, in a crystal bottle, is 
priced at $110. 


Wallace A, Bush Wins President’s 
Trophy at Ungerer Golf Meet 

Wallace A. Bush, secretary of Un- 
gerer & Co., was the winner of the 
President’s Trophy at the Annual 
Columbus Day Golf Tournament 
which was held at the Essex Fells 
Country Club, Essex Fells, N.]. 

During luncheon Kenneth G. 
Voorhees, president of Ungerer & 
Co., presented Mr. Bush with a ster- 
ling silver “Revere Cup”. This cup 
will remain in Mr. Bush’s possession 
for a one year period. This is the 
second time that Wally, as he is 
known throughout the essential oil 
trade, has been the winner of the 
President's trophy. In order for the 
cup to be retired permanently, the 
same individual must win the golf 
tournament in three consecutive 
years. 

Roger Fardin, maintenance man- 
ager at Ungerer & Co.’s plant in To- 
towa, N.J., was runner-up. 

Mich, Chemical Assn. Plans 
Annual Christmas Party 

The Chemical and Allied Indus- 
tries Assn. of Michigan will hold its 
annual Christmas party December 8 
at Book-Cadillac Hotel, Detroit. 





Over 50,000 in Coty Perfume 
Contest—Record for Industry 

Over 50,000 answers were re- 
ceived in the national perfume con- 
test just concluded by Coty Inc. 
This is believed to be a record for 
contests conducted by perfumers. 

First prize was $3,000. The second 
prize was $1,000. In addition 100 
prizes of $25 each and 200 prizes of 
$10 each were awarded. 

The checks to the winners of first 
and second prizes were presented by 
Philip Cortney, president. Grover 
Whalen, chairman and Mr. Cortney 
both made brief addresses to the 
audience of editors who witnessed 
the presentation, November 5. Mr. 
Cortney pointed out that lasting 
quality is decidedly not a factor in 
a good perfume. 


Misleading Brilliantine Color, 
Odor Labels Lead to Fine 

The New York Federal Court 
fined an individual and a corpora- 
tion $450 on the charge that the 
defendants without proper author- 
ity used labels and identification 
devices authorized by the regula- 
tions for color certification. The la- 
bels and identification devices were 
attached to bottles containing cer- 
tain coal-tar colors as reported by 
the National Beauty & Barber Mfrs. 
Assn. 

The label, in part, stated as fol- 
lows: “Brilliantine Color—Odor 
Series No. 300 Color Red Odor 
Rose Contains 114 per cent Pure 
Coal Tar Dye Part of Certified Lot 
No. B-5800,” “Brilliantine Color~ 
Odor Series No. 300 Color Amber 
Odor Rose Contains 1.2 per cent 
Pure Coal Tar Dye Part of Certi- 
fied Lot No. B-2364,” and “Bril- 
liantine Color—Odor Color Am- 
ber Odor Apple Blossom Contains 
1.2 per cent Pure Coal Tar Dye 
Part of Certified Lot No. B-2364.” 

Investigation disclosed the iden- 
tification devices “Lot No. B-2364” 
and “Lot No. B-5800” had been as- 
signed for use on certain batches 
of certified coal-tar colors, but the 
colors shipped in interstate com- 
merce and labeled by the defend- 
ants with such devices were not 
from the certified batches. 

Adulteration was charged under 
Section 601(e) in that the products 
were not hair dyes and contained 
coal-tar colors other than ones 
from batches that had been certi- 
fied in accordance with the regula- 
tions. Misbranding was charged 
under Section 602(a) in that the la- 
bels of the articles falsely repre- 
sented that they contained coal-tar 
colors from batches that had been 
certified in accordance with the 
regulations. 
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Canadian Soapstone, Talc 
Shipments Increase 


Producers’ shipments of talc and 
soapstone during 1950 amounted 
to 32,604 tons valued at $364,995 
compared with 26,922 tons valued 
at $320,793 in the preceding year, 
according to the annual industry 
report just released by the Domin- 
ion Bureau of Statistics. Imports of 
talc and soapstone during the year 
totalled 8,974 tons at $288,020 as 
compared with 7,269 tons at $228,- 
108, while the exports of talc 
amounted to 4,467 tons at $57,621 
as against 4,222 tons at $54,515. 


Time, Place for British 
Industries Fair Set 

The 1952 British Industries Fair 
will be held in London and Bir- 
mingham, England, May 5 to 16, 
1952. 


Production of Synthetic Organic 
Chemicals in 1950 

The United States Tariff Com- 
mission has released its annual re- 
port of the production and sales in 
1950 of synthetic organic chemicals. 
The production of all synthetic or- 
ganic chemicals and their raw ma- 
terials, according to the report, 
amounted to 49.6 billion pounds 
in 1950, an all-time record. The 
output of tar, and tar crudes, to- 
gether with crudes from petroleum 
and natural gas, amounted to 27.2 
billion pounds in 1950, nearly 5 
billion pounds more than was re- 
ported in 1949. Statistics given in 
the report were compiled from 
data supplied from 570 companies. 
The report gives statistics of the 
production and sales of more than 
6,000 individual items, and con- 
tains a listing showing the manu- 
facturers of each. Also included are 
statistics as to imports of drugs en- 
tered during 1950 under Para- 
graphs 27 and 28 of the Tariff Act 
of 1930, which cover coal tar in- 
termediates, dyes, flavor and _per- 
fume materials, and other finished 
products. The report also gives sta- 
tistics of the number of research 
workers employed in the industry, 
their average salaries, and the net 
and gross amounts spent on re- 
search by the synthetic organic 
chemical industry. 

The report is made up of three 
sections, Chemical Raw Materials, 
Cyclic Intermediates, and Finished 
Chemical Products. The Finished 
Chemical Products are further clas- 
sified according to major use as 
Dyes, Lakes, and Toners, Medici- 
nal Chemicals, Flavor and Perfume 
Materials, Plastics and Resin Mate- 
rials, Elastomers, Rubber-Process- 
ing Chemicals, Plasticizers Surface- 
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active Agents, and Miscellaneous. 
The report is available at 45¢ a 
copy. 


Hudnut Signs Winchell for ’52, 
Langford, Ameche for TV Show 
Warner-Hudnut is continuing its 
sponsorship of the Walter Winchell 
radio program and has added a day- 
time television show to its promo- 





































































U.S. Department of Agriculture 
Cuts Consumers’ Sugar Quota 

The U. S. Department of Agri- 
culture has reduced the quantity 
of sugar determined to be required 
for consumers’ 1951 needs by 350,- 
000 short tons, raw value. The new 
total of the quotas for all areas is 
7,900,000 short tons, raw value. 





Warner-Hudnut president Elmer H. Bobst and Hudnut Sales Co. president Charles A. Pennock 
talk with Frances Langford and Don Ameche about their new Hudnut-sponsored television show. 


tional schedule, it is announced. 

Walter Winchell’s contract has 
been renewed for 1952 and he will 
continue his broadcasts over the 
ABC radio network at 9 P.M. Sun- 
days. Hudnut Home Permanent 
and related Hudnut hair prepara- 
tions will be featured. © 

In addition, the concern is spon- 
soring the Frances Langford-Don 
Ameche daytime television pro- 
gram over ABC in markets reach- 
ing 78.2 per cent of all US. tele- 
vision homes. Home Permanent, 
Enriched Creme Shampoo, Chil- 
dren’s Home Permanent, Creme 
Rinse and DuBarry Beauty Prepa- 
rations will be featured on the 
Langford-Ameche program on a 
three-times a week schedule. 


Cosmetic Credit Assn. Elects 
New Officers for 1951-1952 
rhe following have been elected 
officers of the Drug, Cosmetic & 
Chemical Credit Men’s Assn.: 
Chairman, Edward S. Larkin, 
Jacques Wolf & Co.; Vice Chair- 
man, Allan J. MacNiven, West- 
vaco Chemical Division, Food Ma- 
chinery & Chemical Corp.; Secre- 
tary, Miss Clare I. Gincel, Givau- 
dan-Delawanna; and _ ‘Treasurer, 
Frank Breiter, J. Rabinowitz & 
Sons. Nat Otte is group secretary. 


Perfume Bases Makers Ask OPS 
for Tailored Pricing 

The Perfume Bases Industry Ad- 
visory Committee has asked OPS to 
issue a tailored regulation, which 
would permit perfume bases man- 
ufacturers to adjust their ceiling to 
reflect changes in the cost of im- 
ported raw materials. Manufactur- 
ers reported that their difficulties 
under the GCPR was that, with re- 
cent unequal movements in indi- 
vidual materials prices, the normal 
relationship between costs and sell- 
ing prices for perfume bases have 
become distorted. While, on aver- 
age, selling prices and raw material 
costs do not reflect any general 
squeeze on the profits of any con- 
cern, individual products fall be- 
tween two extremes of either 
showing a profit or showing a loss, 
with the unwholesome condition 
of the profitable items carrying the 
unprofitable ones. Manufacturers 
suggested that ceilings for perfume 
bases be determined, under the 
proposed tailored regulation, on 
the basis of cost plus the percent- 
age markup existing in a pre-Korea 
base period. Some stated that if 
that was not acceptable to OPS, a 
dollars and cents margin would be 
acceptable. 
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New Fair Trade Bill Wins 
Nation-Wide Support 


Full support by the nation’s re- 
tailers, wholesalers and manufac- 
turers interested in fair trade has 
been pledged for a new fair trade 
bill introduced in Congress by Rep. 
John A. McGuire (D., Conn.) by Dr. 
John W. Dargavel, chairman of the 
Bureau of Education on Fair T rade 
and executive secretz iry of the N Na- 
tional Assn. of Retail Druggists. 

Representative McGuire's bill, 
designated as H. R. 5767, is designed 
to overcome the technical objections 
to the operation of fair trade in 
interstate commerce which were 

raised both in the U. S. Supreme 
Court's Schwegmann case decision 
May 21, and in the Wentling case 
decision of the Third Circuit Court 
of Appeals. The bill would amend 
the Federal Trade Commission Act, 
rather than the Miller-Tydings Act, 
which the Supreme Court reviewed. 
The McGuire bill has been referred 
to the House Committee on Inter- 
state and Foreign Commerce which 
is expected to hold public hearings 
on the measure when Congress re- 
convenes in 1952. 

“The McGuire Bill,” Dr. Dar- 
gavel said, “is welcomed by all 
friends of fair trade throughout the 
country. Support for this measure, 
and for the companion bill in the 
U. S. Senate, when such bill is intro- 
duced, will come from almost 
2,000,000 retailers, as well as from 
thousands of wholesalers and manu- 
facturers. It will come almost unan- 
imously from such fields as drugs 
and cosmetics, books, jewelry, au- 
tomotive accessories, packaged 
foods, electrical appliances, sporting 
goods, hardware, office equipment, 
cameras and photographic supplies, 
tobacco and alcoholic beverages.” 

Dr. Dargavel said that the bill 
would “restore the voluntary fair 
trade laws, now on the books of 45 
states, to the effective legal status 
they had prior to the Supreme 
Court's decision by validating the 
operation of the ‘non-signer’ clause 
in the fair trade laws with respect 
to interstate commerce. It would 
also make minimum fair trade prices 
established within a state binding 
on retailers within that state who 
sell goods to customers outside the 
state.” 

The McGuire bill states that “it 
is the purpose of this Act to protect 
the, rights of states, under the United 
States Constitution, to regulate its 
internal affairs and more particu- 
larly to enact statutes and laws and 
to adopt policies which authorize 
contracts and agreements prescrib- 
ing minimum prices for the resale 
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of commodities and to extend the 
minimum prices prescribed by such 
contracts and agreements to per- 
sons within the State even though 
such persons are not parties 
thereto.” The bill further states 
that its purpose is “to make certain 
of such statutes, laws, and public 
policies applicable to commodities 
shipped in interstate and foreign 
commerce. 

“Introduction of a bill to correct 
the situation created by the Su- 
preme Court decision has been 
eagerly awaited by the friends of 
fair trade,” Dr. Dargavel said. 
“When public hearings are held, 
we will demonstrate to the satisfac- 
tion of Congress and of the country 
that fair trade has benefitted con- 
sumers by keeping prices down, 
small business by minimizing the 
jungle tactics of unfair competition 
and manufacturers by protecting 
their valuable trade-marks from 
damage through loss leader prac- 
tices.” 


John Roosevelt and Raymond Lee 
Acquire Ferd. Mulhens, Inc. 


Ferd. Mulhens, Inc., New York, 
N.Y., seized German cosmetic firm, 
has been acquired, in partnership, 
by Raymond Lee and John Roose- 
velt, youngest son of the late presi- 
dent. Operated by the U.S. govern- 
ment since 1942, the Office of Alien 
Property accepted their bid as the 
highest. 

Currently, the company manu- 
factures, sells and distributes eau de 
cologne, toilet and bath soaps, 
smelling salts, bath and talcum 
powders, and Pritti, a cuticle mold- 
ing set. 

The firm, which formerly _be- 
longed to a German concern, was 
seized by the government during 
the world war. Subsequent litiga- 
tion procedures resulted in an 
agreement that the concern would 
act as sole U. S. agent for Paul 
Peter Mulhens, Cologne, Ger- 
many. 


Flavoring of Sherbets Con- 
sidered by F. D. A. 


The optional flavoring ingredi- 
ents to be contained in sherbets 
and water ices should be identical 
with the provisions regarding the 
optional flavoring constituents of 
ice cream according to recommen- 
dations of the flavoring products 
industry in hearings before the 
Federal Security Agency. Among 
those who offered testimony were 
Donald H. Williams, Ross L. Dag- 
gett, Dr. Ernest Guenther, Dr. 
Clarke E. Davis, Melville Ehrlich 
and Dr. Thomas D. Harman. 








Prison Term Meted Out for 
Misbranding Hair Growing Aid 
Following a verdict of guilty by 
a jury, a Tennessee Federal Court 
imposed a fine of $9,000 and a sen- 
tence of 9 years in prison against 
a defendant on a charge of mis- 
branding a number of drug prod- 
ucts, including a hair growing aid. 
The label disclosed the ingredients 
of the hair growing aid to be Sage 
Leaves Extract, Jaborandie Ex- 
tract, Yellow Dock Root Oil, Hair 
Cap Moss, Olive Oil, Fresh Eggs, 
Salicylic Acid-Preservative. Mis- 
branding was charged under Sec- 
tion 502 (a) in that the bottle labels 
caried misleading statements. 


FTC Claims Wildroot Co-op 
Ad Plan is Unlawful 


The Federal Trade Commission 
charged recently that the Wild- 
root Co., Buffalo, distributed 
$184,000 of “push money” and 
co-op ad funds in 1950 under un- 
lawful arrangements. 

FTC said chains and a few inde- 
pendents were compensated for 
promoting Wildroot hair tonic and 
shampoo, but that thousands of 
independents were by-passed. 

The Robinson-Patman Act re- 
quires that co-op funds be made 
available to customers on propor- 
tionately equal terms, FTC said, 
adding that Wildroot’s payments 
were determined, in many instances, 


“in negotiation with individual 
customers.” 
Some customers received an 


amount equal to 5% of purchases, 
to be passed on to clerks in the form 
of push money for promoting Wild- 
root products, the complaint stated. 
Similar amounts were also paid to 
some customers for maintaining 
counter and window displays. 

Co-op advertising amounting to 
as much as 10% of the previous 
year’s purchases was allowed to 
some customers for newspaper ad- 
vertising, and payments were made 
for mention in radio and TV pro- 
grams and in connection with spe- 
cial promotional sales. 

“In effect,” FTC said, “whether 
the payments were to some cus- 
tomers for ‘push money,’ cooper- 
ative newspaper ads, radio and 
television commercials or other 
services or facilities furnished, they 
were not available on proportion- 
ately equal terms or were not avail- 
able on any terms at all to other 
customers.” 

FTC said that 9914% of Wild- 
root’s customers are independents 
and account for about 80% of its 
sales. 
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W arner-Hudnut Plans to Acquire 
The Maltine Co. Stock 


Warner-Hudnut, Inc. has en- 
tered into an agreement looking 
for the acquisition of the outstand- 
ing stock of The Maltine Co. 
(Chilcott Laboratories), which op- 
erates exclusively in the ethical 
drug field. The agreement provides 
for an offer of exchange of two 
shares of Warner-Hudnut common 
stock for each share of The Mal- 
tine Co. common stock. James C. 
Chilcott will retain the presidency 
of The Maltine Co. and will also 
become a director and vice chair- 
man of an executive committee of 
Warner-Hudnut, Inc., of which Mr. 
Bobst will be chairman. 


Fritzsche 25 Year Club 
Gains Four New Members 


The Quarter of a Century Club 
of Fritzsche Brothers, Inc., has 
gained four new members. As em- 
ployees with 25 years service, 
Charles W. Schmied, maintenance 
department, Nils H. Johnson, com- 
pounding laboratory, Edward P. 
McDonough, order department, 
and Mrs. Theresa M. Spoerer, sec- 
retary, were honored at a fete and 
dinner held in their behalf at the 
New York Athletic Club. On their 
anniversary dates they had been 
presented with gifts from officers, 
directors, and fellow employees. Ac- 
tive membership in the Quarter of 
a Century Club numbers now 35. 


Federation’s Cosmetics Group 
Aids Drive, Honors Hugo Mock 


The Cosmetics and Drugs Divi- 
sion of the Federation of Jewish 
Philanthropies opened its effort in 
behalf of the Federation’s 1951 
campaign for $20 million with a 
testimonial luncheon honoring 
Hugo Mock on November 15 at the 
Hotel Pierre, New York. Mr. 
Mock is counsel for the Perfumery 
Importers Assn. and the T.G.A., 
and is chairman of the Section of 
the Food, Drug and Cosmetic Laws 
of the New York Bar Assn. 

Stanley R. Swaback, Abraham 
& Straus, is the 1951 chairman of 
the division. Cochairmen are: 
Leonard N. Block, The Block 
Drug Co.; Louis I. Furlager, Fur- 
lager Mfg. Co.; Ralph H. Gold- 
man, St. Clair Plastics Inc; Edward 
Neimeth, National Magnesia Co.; 
Jack I. Poses, D’Orsay Sales Co.; 
Samuel Rubin, Faberge, Inc.; 
Richard Salomon, Charles of the 
Ritz; Benjamin Sevran, Gimbel 
Bros.; and Meyer Weiner, U. S. 


Vitamin Corp. 
Among the members of the ex- 
ecutive committee are: Herman L. 
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Brooks, Alexandra de Markoff 
Sales Corp.; Otto J. Cohen, Charles 
of the Ritz; William Jacobs, George 
W. Button Co.; Oscar Kolin, He- 
lena Rubinstein, Inc.; Mortimer P. 
Livingston, F. Millot; Joseph Rev- 
son, Revlon Products Corp.; Jules 
J. Roseman, Purepac Corp.; and 
Benson Storfer, Parfums Corday, 
Inc. 


Dr. Kramer Speaks on Lipstick 
Sensitivity for Chicago S.C.C. 

Dr. Sylvia Kramer, technical di- 
rector of Marcelle Cosmetics, Inc., 
presented a paper on “Lipstick 





Dr. Sylvia Kramer 


Sensitivity within the Concept of 
Allergic Reactions” before the reg- 
ular monthly meeting of the Chi- 
cago C hapter of the Society of Cos- 
metic Chemists on October 16. 


New Book Offers Advice 


on Use of Cosmetics 


Advice on the use of cosmetics, 
drugs, and other products is offered 
in “Family Circles’s Complete 
Book of Beauty and Charm,” a 
t16-page volume by Mary Milo, 
editor of Family Circle, and Jean 
King Marshall, formerly beauty 
editor of the publication. Pub- 
lished by the Garden City Books di- 
vision of Doubleday & Doran, Inc., 
it will retail for $3.95. A mail pro- 
motion and extensive newspaper 
advertising has been scheduled, 
and plans are underway to feature 
the volume as gift book for new 
members of the Doubleday-book- 
club members. 


Michigan Chemical Assn. Meeting 
Features Stock Exchange Talk 


Paul Richmond, of Merrill 
Lynch, Pierce, Fenner, and Beane, 
stock brokers, was guest speaker 
at the first fall meeting of The 
Chemical and Allied Industries 
Assn. of Michigan on October 29 
in the Detroit Leland Hotel. A 
twenty minute film on how a stock 
exchange operates was featured. 











Guest Speakers for 
NYU Aromatics Course 


The use of perfume and flavors 
in food and tobacco industries will 
be the subject of several guest lec- 
turers before the New York Uni- 
versity class in aromatics. The 
lecture schedule is as tollows: No- 
vember 19, Frederick J. Triest, fla- 
vorist, Fries Bros., on ‘Tobacco 
Flavors”; November 26, Dr. Alex- 
ander Farkas, perfumer, Faberge, 
Inc., on “The Art of Perfumery”; 
December 3, Dr. John Wenneis, 
chief of flavor dept., Norda Essen- 
tial Oil and Chemical Co., on “The 
Chemistry of a Materials”; 
December 10, Carl Jensen, flavor- 
ist, Givaudan-Delawanna, Inc., on 
“Important Flavor Materials”; De- 
cember 17, Dr. Norman Larsen, 
chief of the flavor dept., Polak & 
Schwarz, Inc., on “Vanilla and Re- 
lated Aromatics’; January 7, G. H. 
Ammersbach, perfumer, Fritzsche 
Bros., Inc., on “Development of a 
Perfume.” 

Ed Sagarin, advertising manager 
of Givaudan-Delawanna, Inc., 
spoke on “Role of Perfume in 
Toiletries” on November 5. 


Three Appointed to New Tintair 
Second Vice Presidency Posts 


Tintair has created three new 
second vice presidency posts. Nat 
Kalech, formerly general sales 
manager, has been promoted to 
second vice president for field 
sales management; Louis Lerner, 
formerly director of Tintair re- 
search and development, has been 
appointed second vice president 
for product development; and 
Henry Pyt, formerly plant manager 
at the Newark, N.J. factory, has 
been promoted to second vice 
president for manufacturing. 


U.S. Requests Supreme Court 
Review of F.D.C. Case 


The U. S. Solicitor General has 
requested a Supreme Court review 
of a case involving alleged adul- 
teration of food. A previous judg- 
ment of an U. S. Court of Appeals 
canceled a decree of condemnation 
against Bireley’s orange beverage. 

The government, basing its case 
on the federal Food, Drug and Cos- 
metics Act, asserts that the prod- 


uct is adulterated because, it 
charges, it consists of a small 
quantity of concentrated citrus 


juice mixed with and added to yel- 
low coal tar dyes, water, sugar, 
lactic acid, and orange oil, so as to 
make the food look, taste and 


smell like orange juice or a bever- 
age containing a large quantity of 
orange juice. 
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Dept. of Commerce Field Offices 
to Assist Small Manufacturers 


To inform small manufacturers 
seeking defense contracts of the 
various forms of assistance available 
in their behalf in their own areas, 
the Office of Small Business, 
N.P.A., U. S. Dept. of Commerce, 
has released a general summary of 
instructions to the 105 field offices 
of the Dept. of Commerce. 


Industry Leaders Discuss Drug 
Store Retailing Over Radio 


A panel of industry leaders dis- 
cussed the opportunities in drug 
store retailing over radio station 
WINS, New York, on October 23. 

oseph Rosenwald, secretary of Af- 
filiated Drug Stores, Inc., Boris 
Liebman, New York State Board 
of Pharmacy, Irving Rubin, man- 
aging editor of The American Drug- 
gist, and Prof. Seymour B. Jeffries 
of the Brooklyn College of Phar- 
macy and the City College (New 
York, N.Y.) Midtown Business 
Center, described the problems and 
the rewards of operating a retail 
drug store. The session was part of 
the weekly Career Clinic program, 
presented by the evening and ex- 
tension division of The City Col- 
lege (New York, N.Y.) School of 
Business. 

Questions relating to the hours, 
pay, and qualifications of store per- 
sonnel were answered. The panel 
also discussed the investment nec- 
essary to open a retail store. Dr. 
Robert A. Love, director of the 
City College division, presided. 


Standard Cap and Molding Now 
In Full Operation After Fire 


Collins Crowther, president of 
the Standard Cap and Molding Co. 
of Baltimore has announced that 
the company is again in full = 
tion and that the plant has been 
completely rebuilt since the disas- 
terous fire of last February. 

The plant at 307 South Eaton 
St. was almost completely wiped 
out by the fire, and the company 
was confronted not only with re- 
building in the face of scarcities 
and restrictions on building ma- 
terials, but also, replacing the 
highly specialized precision tools 
and machines used in the manu- 
facture of plastic caps. However, 
the plant has now been completed 
and newly equipped with approxi- 
mately 20,000 square feet of floor 
space occupied by the most mod- 
ern equipment known to the indus- 
try. 

A substantial stock of the Stand- 
ard “Classic” cap in various sizes 
and colors has been built up and 
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the company is now in a position 
to offer quick delivery on it in 11 
sizes from 8 to 38 mm. in short, 
medium and tall skirt; in regular 
finish or with well for applicator 
or hole for dropper. 

A completely new highly mod- 
ern machine shop now makes it 
possible for Standard Cap to offer 
even better facilities than ever be- 
fore in its private mold depart- 
ment. 


Home Companion Features 
Perfume Quiz Contest 


The November issue of Woman’s 
Home Companion features a per- 
fume quiz contest to find the rea- 
sons women wear perfumes. Con- 
testants are asked to write a short 
statement on “Why I like to wear 
perfume” and to identify 25 un- 
labeled perfume bottles, shown on 
a full-page color photograph. The 
first prize is a $500 bond. 


U.S. Firms Offered French 
Industrial Directory 


The “Annuaire Industriel,” an 
industrial directory and general 
survey of French production, is be- 
ing offered to U. S. firms by the 
publisher. The work comes in 
three volumes, the first two listing 
approximately 87,000 firms, the 
goods and services available from 
them, and the firms producing the 
materials or equipment required 
for the manufacture of the goods. 
Chapter headings and headings of 
lists of goods by professional sec- 
tions are translated into English, 
Spanish, Italian, and German. The 
third volume carries documentary 
notes on principal French indus- 
trial firms. Inquiries should be ad- 
dressed to the foreign sales man- 
ager, Société d’Editions Document- 
aires Industrielles, (S.E.D.I.) S.A., 


28 rue Geoffroy-l’Asnier, Parie 
(4e), France. 
Stanton Chemical Corp. Doing 
Private Cosmetic Packaging 
Stanton Chemical Corp. has 


opened a new plant at 2853 W. 
Irving Park Road, Chicago 18, IIL. 
for the purpose of private packag- 
ing of cosmetics for manufacturers. 

The officers of the corporation 
are Michael A. Stanton, president; 
Bettie Stanton, vice president; and 
Williard Abraham, Ph.d., secre- 
tary-treasurer. 

At the present time the corpora- 
tion supplies a large number of 
permanent wave manufacturers 
with neutralizers packaged in 
aluminum foil. Mrs. Stanton con- 
tinues to operate Stanton Sales Co. 
as a manutacturer’s representative. 


M. G. deNavarre Addresses 
Chicago S.C.C. Meeting 


M. G. deNavarre addressed the 
Chicago chapter of the Society of 
Cosmetic Chemists on “Substitute 
Materials in Cosmetics” at its 
November meeting. Another fea- 
ture of the evening was installment 
of the chapter’s officers for 1952. 
The meeting took place on No- 
vember 13 at Henrici’s Restaurant. 


Nedick’s Food-Lunch Chain 
Develops New Orange Drink 


Walter S. Mack, Jr., newly elected 
president of Nedick’s, Inc., food- 
lunch chain, has announced formu- 
lation of a new pure fruit orange 
drink, developed with the aid of 
Dr. Bernard Proctor, national 
president of the Institute of Food 
Technology and director of the 
Prescott Laboratories of the Mass. 
Institute of Technology. Vitamin 
C is added to the homogenized 
product and it is then pasteurized. 
It will contain no artificial coloring 
or preservative. 

Mr. Mack, who is also president 
of National Power and Light Co., 
which controls Nedick’s, has an- 
nounced plans to franchise the 
chain across the nation. 


Mfg. Agents National Assn. 
Installs New President 


A. B. Smedley, Altadena, Cal., has 
been installed as president of the 
Mfrs.’ Agents National Assn., suc- 
ceeding the group’s founder, E. A. 
Wilcox, San Francisco. 

The Mfrs.” Agents National 
Assn. maintains headquarters at 
Alhambra, California. It is com- 
posed of about 1,000 members 
throughout the nation who are in- 
terested in improving the agent- 
principal method of selling, and is 
the originator of the Code of 
Ethics for agents and their princi- 
pals and of the agency agreement 
known as the MANA Standard 
Form of Agreement. 


European Chemical Engineering 
Assns. Schedule Congresses 


The ACHEMA X exhibition 
meeting for chemical engineering 
is scheduled to take place in Frank- 
furt-Main May 18 to 25, 1952. On 
that occasion a number of Euro- 
pean chemical engineering associa- 
tions will convene. The DECHMA 
and the Committee for Chemical 
Engineering of the Assn. of Ger- 
man Engineers (VDI) will hold 
their general annual meetings, and 
the Societe de Chimie Industrielle, 
Paris, will hold its 25th Interna- 
tional Congress for Industrial 
Chemistry simultaneously. 
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ANOTHER cvcntse o 
VEEGUM HV" 


FOR SUSPENDING: Veegum HV provides complete suspension at 
lower viscosities than organic gums, or suspends more efficiently 
at equal viscosities. Free flowing suspensions are maintained in 
many cases where organic gums would give hard packed settling 
or irreversable gels. Thixotropic characteristics of Veegum HV 
give added suspending ability coupled with good flowability. 


Veegum HV is a recommended suspending agent in calamine prep- 
arations and suspensions of pigments, deodorants, and sulfur com- 
pounds, as well as pharmaceutical and other cosmetic preparations. 


write for *Inorganic, non-toxic, non-irritating, Colloidal Magnesium Alumi- 
num Silicate 
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R.T. VANDERBILT CO. 


specialties department 


230 Park Ave., New York 17, N.Y. 
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l 


write today for Technical Bulletin 110 


oe 


CHOLESTEROL IN 
the 


AMERCHOLS 


are naturally superior 


The AMERCHOLS are surfactants which are NATURALLY good for the 
skin and hair. They are odorless, color free forms of cholesterol and 
related rare sterols which we isolate in purified form from animal 
tissues. They are stable in the presence of acids, alkalies and most 


drugs. J M 
Try AMERCHOL L-101 in your hair preparations. It is a highly ] a f H RT 
effective liquid-cholesterol penetrant. . & Sibel Ta) 
WE KNOW OF NO CASE OF ALLERGY DUE TO AN AMERCHOL 
Our research laboratories are available to you for advice and information. 


Our booklet will help you formulate the AMERCHOLS in O/W and 
W/O emulsions. 
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F.T.C. Bars Misleading 


Hair Pomade Claims 


The Federal Trade Commission 
has ordered a hair pomade manu- 
facturer to stop advertising that its 
product will color the roots of the 
hair and will prevent the hair 
from turning gray; that it will re- 
store the former natural shade or 
color to gray, streaked or faded 
hair; that it will remove loose dan- 
druff or help keep the scalp clean 
or free from dandruff; that it is 
safe or harmless; or that it is a 
new, unique or _ revolutionary 
product. 

The commission stated that the 
color the product produced is un- 
natural; that it is limited to vari- 
ous shades from gray to black and 
will not restore the former shade 
or color; that instead of removing 
dandruff, it only makes it less con- 
spicuous by causing it to adhere 
more closely to the scalp and hair 
shafts; and that the product is not 
safe or harmless because it con- 
tains lead—a substance, the com- 
mission asserted, which may cause 
ill effects upon contact with the 
skin. 


Advertiser to Cease Calling 
Domestic Perfumes French 

An advertiser of perfumes in 
Merchantville, N.J., has stipulated 
with the F.T.C. to stop describing 
such products as Sook when they 
are compounded in the U.S.A., 
and to stop giving them French or 
other foreign names, without dis- 
closing their domestic origin. 


Survey Indicates Toilet 
irticles Popularity 

Crowell-Collier’s has completed 
a survey of 2505 women which in- 
dicates that 56 per cent use some 
sort of permanent waving kit, or 12 
per cent more than the figure for 
1949, and a record percentage for 
a survey of this size. Regarding 
lasting quality of the permanent, 
the average number of weeks 
ranges from four for fine hair to 18 
for medium. Regarding brand pop- 
ularity, Toni headed the list, fol- 
lowed by Hudnut, Lilt, Rayve, and 
Elizabeth Arden in decreasing 
order. 

Other trends indicated by the 
survey are that shampoos are grow- 
ing more popular, especially with 
girls under 25, and that the new 
liquid shampoos have netted a 
seven per cent of the market. The 
indelible lipsticks were shown to 
be more popular with the older 
than with the younger women. 
Whereas 64 per cent of those over 
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45 use such products, the percent- 
age is only 31 for those under 25. 
In dental products, toothpaste is 
preferred by 80 per cent with tooth 
powder a poor second and liquid 
products a very low third. 


Dun & Bradstreet Study Traces 
Business Success, Failure 


A 16-page comprehensive study 
by Dun & Bradstreet which has just 
been published traces the expan- 
sion of business throughout the 
country by analyzing commercial 
and industrial failure trends. In a 
section titled “Why Do Some Busi- 
nesses Succeed and Others Fail?” 
the study brings out the fact that 
business failures are human fail- 
ures—failures in judgment, person- 
ality, decision, ability and know- 
how. An analysis of the 9,162 fail- 
ures which occurred in 1950 shows 
that 96 per cent of them were di- 
rectly traceable to the individual 
who owned the business. Business 
expansion and rate of failure dur- 
ing the past decade are compared 
separately in nine geographical re- 
gions of the U. S. While the Middle 
Atlantic states during 1950 ac- 
counted for 31.9 per cent of all the 
failures reported in the country, 
this was a substantial decline from 
the 43.5 per cent of 1940. The 
greatest failure upswing has oc- 
curred on the Pacific Coast. In 
1940, only 9.7 per cent of all failures 
were reported in that region, but 
in 1950 almost one out of every 
four failures in the U. S. was taking 
place on the West Coast. Two out 
of every three concerns that failed 
in 1950 had been in business for 
five years or less. In a section called 
“The First Five Years Are The 
Hardest,” the study shows the year 
in which the concerns that failed 
during 1950 started in business. 
Failure trends by 44 lines of indus- 
try and trade are also covered from 
1940 through 1950. 


Among Our Friends 


DR. L. B. PARSONS has been 
promoted to director of research 


and development for Lever Bros. 
Co. 


KENNETH W. HARTLEY has 
been appointed manager of the 
Chicago branch office of Dodge & 
Olcott, Inc., succeeding FRANK S. 
TOPPER who has retired after 31 


years of service. Representative 
WILLIAM KISSEL  has_ been 


transferred from Dallas to the Chi- 
cago office. RAYMOND E. WIL- 
LIAMS of the New York office 





staff has been appointed manager 
of the foreign sales department. 


HAROLD E. PLETCHER has 
been appointed assistant produc- 
tion manager of S. B. Penick & Co. 
Prior to the appointment he was 
production manager of the Ansco 
Division of General Aniline and 





Harold E. Pletcher 


Film Corp., and also directed the 
activities of their industrial and 
chemical engineering department. 


JAMES A. GILRUTH has been 
appointed manager of the advertis- 
ing and sales promotion division of 
Atlas Powder Co. 


KENWOOD DIXON has been 
appointed art director of Robert 
Gair Co., Inc. 


HANS F. DRESEL, secretary of 
the American Assn. of Candy 
Technologists, will leave January 


2 on a two months’ European trip. 


LUCILE KIRK has been ap- 
pointed Beauty Editor of Parents’ 
Magazine. She will be in charge of 
the Good Looks department. 


DR. PAUL JEWEL, chief re- 
search chemist for Max Factor & 
Co., has returned to home office 
laboratories in Hollywood after fly- 
ing to the East to represent the 
firm at the Assn. of Official Agri- 
cultural Chemists in Washington, 
D.C., followed by a stop-over at the 
Max Factor offices in New York. 


DR. EUGENE FRIEDMAN for 
many years in charge of the mid- 
western office of Polaks Frutal 
Works has retired on account of 
ill health and has moved to Miami, 
Florida. A. H. MICHAELS, assist- 
ant vice president of the com- 
pany who has been with the organ- 
ization since 1934 has taken over 
the management of the Chicago of- 
fice of the company. 
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THE ESSENTIAL OILS, VOL. 1 By Ernest Guenther, Ph.D. Covers 
(1) The Origin and Development of the Essential Oil Industry; 
(2) The Chemistry and Function of Essential Oils in Plant Life; 
(3) The Products of Essential Oils: Methods of Distillation, 
Enfleurage, Maceration and Extraction with Volatile Solvents: 
(a) Distillation of Essential Oils, (b) Natural Flower Oils, 
(c) Concentrated, Terpenless and Sesquiterpenless Oils; (4) The 
Examination and Analysis of Essential Oils, Synthetics and 
Isolates. Indispensable for up-to-date information on the chem- 
istry, production, and analysis of essential oils. 448 pp. $6.50 
postpaid. 


THE ESSENTIAL OILS, VOL. 11. By Ernest Guenther, Ph.D. This 
second volume gives data on several hundred of the 
more important constituents of essential oils. Describes the struc- 
tural formulas, occurrence, methods of isolation and identifica- 
tion, the physico-chemical ——— of these compounds. Es- 
sential oil constituents grouped according to the class of com- 
pound to which they belong: ieualiens, Alcohols, Esters, 
Kezones, Lactones, etc. Maison G. De Navarre says: “In no 
other work is the treatment of essential oil constituents so com- 
plete and up-to-date.” 852 pages, illustrated and indexed. $12.00 
postpaid. 


THE ESSENTIAL OILS, VOL. II!. By Ernest Guenther, Ph.D. First of 
the monograph series, describing the oils of the plant families 
Rutaceae (with special emphasis on the very important citrus 
oils) and Labiatae. Discusses individual oils, their botanical and 
geographical origin, methods of cultivation. Techniques of dis- 
tillation and yield of oil, their physico-chemical properties, 
chemical composition, total production, and uses in industry. 
Author has integrated results of field work, laboratory, and 
literature. Work of hundreds of prominent scientists has been 
carefully screened and edited for your use in this outstanding 
series. 777 pages, illustrated and indexed. $12.00 postpaid. 


THE ESSENTIAL OILS, VOL. 1V. By Ernest Guenther, Ph.D. In 
continuing the series on “The Essential Oils,” the pre- 
sent book consists of monographs on individual oils arranged 
according to a botanical system, six families of which are 
covered by the present volume. In addition, a number of chapters 
have been written by specialists in their field. Each monograph 
is an en on the subject, dealing with every scientife, 
economic and political aspect associated with the oil. You'll 
want this latest volume of this important series. 752 pages, 
illustrated and indexed. $12.00 postpaid. 


PERFUMES, COSMETICS and SOAPS. By William A. Poucher. 


VOL. I—DICTIONARY. Every substance used in the manufac- 
ture of perfumes and cosmetics fully described. Vol. I puts at 
your command wide new resources for developing new products, 
and for effecting economies and improvements by choosing 
the best of all available materials. 440 pp. $10.00 postpaid. 


VOL. II-PRODUCTION, MANUFACTURE AND APPLICA- 
TION OF PERFUMES OF ALL TYPES. New edition covers 
in full the methods of production of perfumes, their chemistry, 
odor analysis, selection for various purposes, and compounding 
from various materials. Complete monographs explain all the 
floral perfumes, giving the botanical varieties, the ae classifica- 
tion, the chemical composition, practical suggestions for com- 
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pounding, and the best ingredients. Additional chapters give 
many new formulas for fancy perfumes and toilet waters. 426 
pp. $10.00 postpaid. 


SYNTHETIC FOOD ADJUNCTS. By Morris B. Jacobs, Senior Chemist, 
Chief of the Chemical Bureau of Foods & Drugs, Dept. of 
Health, City of New York. Comprehensive handbook of in- 
formation needed to make and use the colors, flavors and other 
synthetic adjuncts employed in the food industries. Full diree- 
tions for their mixing, blending and formulation from the many 
hundreds of individual chemical compounds that enter into food 
production—including flavoring substances, coloring matters, 
vitamins, vitagens, preservatives, antioxidants, stabilizers, emul- 
sifiers, etc. 335 pages. $6.25 postpaid. 


PERFUMERY SYNTHETICS AND ISOLATES. By Paul Z. Bedoukian, 
Ph.D. This carefully compiled volume supplies a genuinely felt 
want for authoritative data on perfumery synthetics. The work 
contains the history, chemistry, physical and chemical properties, 
manufacture, uses, and other pertinent data of the principal 
perfumery compounds; and covers the important rfum 
synthetics. A complete index adds to the value of this useful 
book. 488 pages, $8.50 postpaid. 


MODERN COSMETICOLOGY. By Ralph G. Harry. Partial contents: 
Emulsions, Cleaning Creams, Milks and Lotions. Acid Creams, 
Face Packs and Masks, Mud Creams, Vanishing Creams, 
Powder Creams. Lubricating Creams. Astringents and Skin 
Tonics. Lipstick. Make-up. Face Powders. Sunburn and Suntan 
Preparations. Deodorants. Depilatories. Antioxidants. Bath 
Preparations. Bath Oils and Emulsions. Foam Baths. Hand 
Creams and Lotions. Dental Preparations. Mouthwashes. Shav- 


ing Preparations. Hair Tonics and Lotions. Hair Creams and 
Fixatives. Permanent Waving Solutions. Hair Setting Lotions 
and Hair Lacquers. Hair Shampoos and Soapless Detergents. 
Manicure Preparations. Eye Lotions. Baby Preparations. Foot 
Preparations. Insect-Bite Preparations. Humectants. Acne Prep- 
arations. Coloring of Cosmetic and Toilet Preparations 514 
pp. $12.00 postpaid. 


MODERN COSMETICS. By E. G. Thomssen. Contents: Cosmetic 
Classification, Face Powder, Creams, Lotions, Deodorants, Bath 
Preparations, Make-up Preparations, Rouges, Eye Preparations, 
Lipsticks, Suntan Preparations, Hair Preparations, Hair Waving 
Preparations, Shaving Media, Dentifrices, Miscellaneous Cos- 
metics, Perfumes, Machinery and Equipment for Cosmetics, 
Packaging Equipment and Factory Layout. 644 pp. $8.00 post- 


paid. 


NATURAL PERFUME MATERIALS. By Y. R. Naves and G. Mazuyer. 
Describes the raw materials used in the extraction, choice, puri- 
fication and recovery of volatile solvents; the preparation of 
tinctures and infusions; the treatment of concretes; resins and 
balsams; the extraction of the aromas of fruits and distilled 
flower waters; the manufacture of pomade and perfumed oils by 
the use of vegetable and animal fats and mineral oils, properly 
chosen and prepared; the processes of digestion and enfleurage 
on solid and liquid absorbents; and the extraction of decolorized 
absolutes and pomades from the diffused products. Contains 
much information on the chemical composition and analytical 
examination of extraction products; descriptions of plant and 
raw materials subjected to extraction, 355 pp. $7.50 postpaid. 


When ordering send check or money order to 
MOORE PUBLISHING CO., Book Dept. 
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CHARLES A. SWAN, former 
president of the Antoine Chiris Co. 
who has been associated with the 
essential oil industry for over thirty 
years retired from active service 
with the Norda Essential Oil & 
Chemical Co. November 1. 


HELEN NEUSHAEFER, of 
Helen Neushaefer Cosmetics, flew 
to Europe October 20 to arrange 
for the distribution of her cosmet- 
ics in England and France. Her 
Mexico city plant will be in opera- 
tion in late fall. 


GEORGE H. FULLER, chief 
chemist for Harriet Hubbard Ayer, 
Inc., has been named plant man- 





George H. Fuller 


ager in charge of the company’s 
Long Island manufacturing and 
research facilities. He succeeds P. J. 
HEINLE, who has transfered to 
the general purchasing department 
of the parent company, Lever 
Bros. 


J. L. WEISMAN, manager of ex- 
port sales of the Felton Chemical 
Co., Inc., is spending several 
months at the offices of Felton Co. 
France (S.A.R.L.) in Versailles 
consulting with the directors of the 
French company. He also plans to 
visit Felton agents in Switzerland, 
Holland, Belgium and Sweden, 
making plans for the promotion of 
new Felton products in those coun- 
tries, 


GEORGES ACUNA who has 
been associated with a number of 
leading essential oil as well as per- 
fume and cosmetic houses both 
here and abroad for many years 
has returned from Costa Rica, 
Panama and the British West In- 
dies where he has completed ad- 
visory work for a number of new 
companies. Mr. Acuna is a chemi- 
cal engineer educated in Belgium 
and is a member of the Faculty of 
Engineers of Costa Rica. He speaks 
four languages. He is in the United 
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States for the purpose of aiding 
American companies to develop 
perfume and cosmetic business in 
Latin America. 


ROBERT P. BRECKENRIDGE 
has been appointed advertising 
and sales promotion manager of 





Robert P. Breckenridge 


Harriet Hubbard Ayer, Inc. At one 
time connected with Revlon Prod- 
ucts Corp. and Johnson and John- 
son, his most recent post was ad- 
vertising director of the Gemex 
Corp. 


JANE QUIGLEY has been ap- 
pointed vice-president of Mary 
Chess of Canada. 


FRANK A. MURDOCK has 
been appointed San _ Francisco 
branch manager of Dodge & OIl- 





Frank A. Murdock 


cott, Inc. His territory will also in- 
clude Washington, Oregon, Van- 
couver and Victoria in British Co- 
lumbia. He succeeds CHESTER 
BRYSON who has resigned to en- 
ter the ceramic tile sales field. 


DR. JAMES F. EVERSOLE has 
been appointed reseach administra- 
tion manager of Union Carbide 
and Carbon Corp. 


ROBERT BRUCE has been ap- 
pointed by Anglique and Co., Inc. 
to handle their perfume lines in 
northern California. 


SIDNEY FACTOR, of Max 
Factor & Co., is being congratu- 
lated on the birth of his son, 
JAMES S. FACTOR. 


JACK H. DOLLINGER has 
been promoted to sales manager of 
Glyco Products Co., Inc. 


FRANK H. DOWNES, _ for- 
merly credit executive of Mallinck- 
rodt Chemical Works, has been ap- 
pointed vice president and man- 
aging director supervising credits, 
collections, and adjustments of the 
Credit Men’s Service Corp. 


DARWIN C. HAND has been 
elected a vice-president of the 





Darwin C. Hand 


Colgate-Palmolive-Peet Co. He has 
been director of industrial relations 
for the company since 1942. 


ERWIN DI CYAN has been 
elected president and FOSTER D. 
SNELL, treasurer of the Assn. of 
Consulting Chemists & Chemical 
Engineers. 


KARL WEAVER, superintend- 
ent of the Hazel-Atlas Glass Co.’s 
Clarksburg, W.Va., plant, has been 
appointed to the newly created 
position of production manager 
for the company. I. H. STRIDER, 
formerly assistant superintendent, 
takes over Mr. Weaver's old post. 


Obituary 
Frank H. Merrill 


Frank H. Merrill, 80, president 
of the Los Angeles Soap Co., 
White King Soap Co., California 
Rendering Co., and Copra Oil and 
Meal Co., died October 12 of a 
cerebral hemorrhage at Good Sa- 
maritan Hospital. He is credited 
with the development of the first 
satisfactory granulated _ electric 
washing machine soap. 
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PLYMOUTH WAXES _).: 
CREAMS 


PLYMOUTH Genuine Spermaceti U.S.P. PLYMOUTH Sun-bleached White Beeswax U.S.P. 


This Spermaceti should not be confused with inferior This is guaranteed to be a 100% Pure Beeswax and 


} 


hydrogenated sperm oils which are sun-bleached. It is refined by the centrifugal method 





es offered 





"=. Bi se : , which removes all and every trace of foreign matter. 
1s Spermaceti. The Plymouth Brand is the finest which a : 3 Y 
We will gladly send samples. 


san be produced and is produced from Genuine Sperm 

Oil by the ld pressing method. It is a very white PLYMOUTH White Ceresin Wax 

rystalline wax containing no Iree oil, has a very low A special grade of White Ceresin Wax prepared for 
Iodine number and is free of any offensive odors. the cosmetic trade. Absolutely white and odorless. It 


has a melting point corresponding to that of Beeswax 
so that in using it in conneciton with Beeswax in cream 


PLYMOUTH O2zokerites 


; 7 ee iny “lumpiness’ is avoided. Its use will also produce 
We offer two grades. One is the highest quality 


1 very glossy cream. 
obtainable, 76°-78° C melting point and the other 


yrade lower in price and of lower melting point 66°-68 We offer all grades of the U.S.P. fully-refined Parat 


C. Both are guaranteed 100% Pure Bleached Ozokerites. fin Waxes. 


| M. W. PARSONS-PLYMOUTH, Inc. 


59 BEEKMAN STREET : 
Telephone BEEKMAN 3-3162—3163—3164 
NEW YORK,N. Y., U.S. A. Cable Address. PARSONOILS, NEW YORK 


A complete line of Cosmetic Raw Materials 
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Telephone: ROdney 3-1130 
5800 NORTHWEST HWY. ; CHICAGO 31, 994) 697 bs l 
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Market Report 


Demand Mild; Glycerin Active 


RADE in essential oils turned 

quieter, but glycerin refiners 

had little difficulty in selling 
their October production and with 
the coke oven industry supplying 
military requirements with all of 
its toluol for the manufacture of 
TIINT, much less material will be 
available for the manufacture of 
benzoic acid, benzaldehyde, sodium 
benzoate and certain aromatic 
chemicals. 

The price trend in some of the 
closely related raw materials was 
rather mixed. Rosin prices moved 
closer to the permissible maximum 
levels for the gum while carnauba 
wax prices were irregular after 
showing real weakness in the early 
part of the period under review. 
Carnauba wax prices are approxi- 
mately 30 percent below the quo- 
tations in force earlier in the year. 


Buyers Cautious 

While generally quiet on the sur- 
face, an undercurrent of optimism 
prevailed in essential oils. For the 
most part the market was favorable 
to the purchi ser as Many items 
were easier and showed signs of 
further weakness. Price advances 
were few and of no great import- 
ance. Buyers in most instances were 
inclined to feel their way following 
the summer vacation slump and in 
some cases they could well afford 
to follow such a policy after having 
built up inventories early this year 
on fears of more serious interna- 
tional developments. 

The trend in mint oils proved in- 
teresting with spearmint registering 
fairly substantial price gains and 
peppermint just holding its own. 
Spearmint is a much smaller crop 
than peppermint. Moreover, pro- 
ducers in the Mid-West sold over 
75 percent of their production from 
this year’s crop with the result that 
they were holding the remainder 
for much better prices in keeping 
with the inflationary trend in other 
commodities as well as increased 
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costs. 

Clove oil was a firm spot in the 
spice group. Prices moved higher 
in keeping with higher costs of 
leaves and buds. Ginger and cori- 
ander were soft and the presence 
of ample quantities of anethol 
served to prevent any sharp in- 
creases in anise oil. The demand 
for anise oil should become more 
pressing and, with replacements 
from China remaining entirely cut 
off, local stocks are quietly but 
steadily dwindling. The Consor- 
tium in Italy released some berga- 
mot oil for October shipment for 
the United States but the prices 
quoted for this oil are fully $1 per 
pound above previous quotations 
in effect at the primary center. On 
the basis of the new and higher re- 
placement costs spot oil is likely to 
rise to over $15 per pound. Formo- 
san citronella oil remained soft, 
but the situation in the Ceylonese 
variety bears watching since grow- 
ers in the primary center are no 
longer willing to sell oil at present 
prices. Trade in lemongrass was 
quiet but quotations were main- 
tained at previous levels with the 
general tone of the market display- 
ing a fair degree of stability. 


California Lemon Oil 

The heavy demand for Califor- 
nia lemon oil of the summer 
months has virtually disappeared 
but confectioners have been show- 
ing interest in the article. Stocks 
are slowly increasing with promise 
of more oil to come. Production of 
orange oil should get underway in 
Florida within the next few weeks. 
The quantity is not likely to com- 
pare with the amount produced in 
the years prior to 1950. Trade in 
the Californian oil was reported as 
fairly steady. 

Glycerin stocks dropped 2,145,- 
000 pounds in August from 58,240,- 
000 pounds at the end of July and 
a further shrinkage in the supply 


is expected to be shown when of- 
ficial figures are completed and re- 
leased for September. The drop in 
stocks during August occurred in 
the face of an increase in produc- 
tion by 5,020,000 pounds bringing 
the month’s output to 16,064,000 
pounds. Consumption rose from 
11,985,000 pounds in July to 17,- 
662,000 pounds in August. The sta- 
tistical position generally suggests 
a strong market over the balance of 
the year. Only a very small percent- 
age of crude material produced in 
the Argentine has found its way 
into this market this year and do- 
mestic output of crude material is 
well sold ahead. 


Menthol Down 


Menthol prices fell below the 
$10 a pound level for the first time 
in a long while. Early this year the 
article had been selling at over $14. 
Normally the demand for menthol 
is very heavy at this time of the 
year but, with most of the larger 
consumers having protected their 
anticipated requirements in the lat- 
ter part of last year or just prior to 
the time when trade relations with 
China were broken, comparatively 
little demand was noted over the 
past month. The downward trend 
brought the price of Brazilian 
menthol down to $9.90 per pound 
while the Chinese or Japanese va- 
riety dropped to $10.50. 


Vanilla Outlook 

Mixed reports were current re- 
garding the outlook in vanilla 
beans. Some observers were ex- 
tremely bullish in their ideas on the 
basis of the higher prices coming 
out of France. In other directions, 
however, trade observers pointed 
out that without an improvement 
in buying and the presence of low 
cost beans in this market out of the 
large arrivals noted a few months 
ago little improvement in prices 
can be expected. 
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BERKELEY HEIGHTS, NEW JERSEY 
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Absolute French Perfume Bases 















LET US BE YOUR FACTORY 


Concentrate your efforts on sales 
Ww 
We do the manufacturing for you 
Ww 
Bulk and complete packaging service 



















(cisillitee, s.. 


21 Irving Place New York 3, N. Y. 





ePURE WHITE 
@ EXTRA QUALITY 
© ABSOLUTELY PURE 


© ABOVE U.S.P. STAND- 
ARDS 


e —— will gladly be sent 
request—at no obligation 


Serving Pn Trade for 99 Years 


| THEODOR LEONHARD WAX CO., INC. 


HALEDON, PATERSON NEW JERSEY 
Western Distributer: A. C. Drury & Ce.. 218 E. North Water St., Chicage, (Il. 


All of the Most Popular Types 


Series 300 Oils 
Water Soluble Perfume Oils 
Exquisite Perfumes in Bulk 


Write for our price list of new low prices. 
~ awe we have served a satisfied clientele. Our 





E. M. Lan ing Company 


433 Stuyvesant Avenue Irvington 11, N.J. 





The American Perfumer 








PRICES IN THE NEW YORK MARKET 


NUGNNNNELLNGANGEOGONAODOONANOSOUNDONROAOOESNROOOORSOSOUOGUGEOOUIVAGEODONRGLEROGAGLOCOOOORNDONOU LEGO UGDIOGeCEOOUNOOHDOLOecerDRtcceuAcnacceReneceeoaucneeeecseogoe@USUSEReeun tinge sees caniserenenuenponnenesescoasecsoooncansnorseensnseneetsnacnnenenvevsonsiicccucnccent 





(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


ESSENTIAL OILS Citronella, Ceylon ...... 135@ 1.50 SI i cnnes cctacees 435@ 4.60 
DN cdvccaduesbetseces 190@ 2.25 Neroli, Bigarde P. ...... 85.00@ 95.00 
All prices per lb, unless otherwise speci- POOR. ca ccddccvsens 95@ 1.75 Petale, extra NF ...... ,155.00@ 180.00 
fied. Cloves, Zanzibar ......... 3.35@ 3.60 Nutmeg, East Indian ..... 4.35@ 5.10 
Almond Bit, FPA per Ib... 3.25@ 4.25 Madagascar ........... 3.50@ 3.75 Ocotea Cymbarum ...... 80@ = 1.00 
EN wcderccedce 58@ 15 GE Kecadccuscecsecs 2.50@ 3.00 CNT bine Scvatdceede 5.30@ 7.00 
Apricot Kernel ......... 55@ .70 EE uaciddurccens 25.00@ 30.00 Gs cn ccceuneuadie 45.00@ 48.00 
EE kins Guktatenes ced 175@ 2.50 Ge cavcccedewseercess 5.00@ 6.20 Orange, Florida ......... 240@ 2.60 
Angelica Root ........... 135.00@ 170.00 SE accnsdéews sadeeess 5.65@ 7.00 I a ccveaseiecess 150 Nom’l 
MY SPUEITG: bx cacccceess 175@ 1.85 Dill— eS errr eee 2.35@ 2.75 
Aspic (spike) Span ..... 2.75@ 3.50 ME ciededuvaiaseves 4.00@ 4.50 DR adeecenewaacs 1.10@ 
EH Penn caddweceus 110@ 1.50 SS keabddevieacnseees 6.25@ 6.85 Origanum, rectified ...... 3.50@ 3.75 
DE Lidedsivewnscxeond 165@ 2.10 IEE enavectsdcdevsss 6.50@ 7.00 Orris Root, abs. (oz.) .... 65.00@ 70.00 
I. chcnénndeneeua 15.00 Nom’l Eucalyptus 80-85% ...... 130@ 1.55 DEE ed kececcceene 36.00 Nom’ 
PEE duuctenect &' 3.25@ 4.25 Fennel, Sweet ..........- 240@ 3.20 POET Wecdacicndeuces 13.00@ 15.85 
Birchtar, crude .......... 150@ 1.55 GE COND © evncccsenscs 6.25@ 6.85 Pennyroyal, Amer, ....... 4.10 Nom’ 
Birchtar, rectified ....... 4.00@ 4,50 GI Nocsnccndncens 185@ 2.50 PIED eccemane conde 4.25@ 4.85 
DME cd wicecwoese 4.65@ 5.00 Geranium, Rose, Algerian 23.50@ 28.00 Peppermint natural ...... 7.35@ 7.65 
Ce CM welnewascede 40@ 60 Bourbon .............. 25.50@ 30.00 Redistilled ............ 785@ 8.20 
OS 2 eee 2.25@ 2.65 DE cu bedtgcuéacans 8.50@ 10.00 er 3.15@ 3.75 
Cajuput (technical) ..... 2.45@ 2.65 Aen cnauccuseccecs 21.00@ 23.50 Pimento, Berry ......... 4.75@ 5.50 
CRIS  kccec-ccvccccecs SED San Guaiac (Wood) ......... 1.75@ 2.00 MUN x@adedscesdecusesa 2.35@ 2.95 
Camphor “White” ....... 50@ 65 PEE cdcieasecedecdes 2.25@ 2.80 Pinus Sylvestris ......... 2.65@ 2.85 
Cananga, native ......... 8.25@ 1000 Juniper Berry ........... 2.70@ 3.65 WUD Se ccedsceccusedus 285@ 3.20 
Rectified ........ eum 950@ 985 DL EE Sheds sdecdic 1.00@ 4.85 Rose, Bulgaria (o0z.) ..... 40.00@ 60.00 
CONE Siiccdccedovsceus 4.05@ 5.10 RNY adntddccnccenss 3.85@ 5.00 Synthetic, Ib. .......... 26.00@ 32.00 
CIE, ‘icvadccuncedis 60.00@ 85.00 Lavender, French ....... 4.50@ 10.00 Rosemary, Spanish ...... 85@ 1.35 
COED Senvndecncndcces 40.00@ 48.00 RM, SOEs odccidecess 4.85@ 5.10 eS rrr 95@ 1.25 
Cassia, rectified, U.S. P.. 5.15@ 5.75 DR re ca veathees eu 4.00@ 8.00 Sage, Dalmatian ......... 13.25@ 14.10 
Cedar leaf U.S. P. ...... 3.00@ 3.50 ROME dicscvicceccsei 3.55@ 4.00 Sandalwood, N. F. ...... 11.75@ 12.00 
are 55@ .70 Limes, distilled ......... 8.20@ 8.60 Sassafras— 
GRU sicvenbancennieves 17.00@ 17.75 MINE wdceciacecess 7.75@ 9.00 pO | rer rere es 80@ 1.00 
Chamomile Hungarian ...280.00@ 325.00 Linaloe wood ........... 1.65@ 4.80 FN IN add cctuccaade 31.00@ 35.00 
Cinnamon oil, Bark ..... 35.00@ 50.00 ee CS ee 10.00@ 12.00 SEED ac ds'e dankcaates 7.00@ 7.65 
OOD Weve wupeuesnens eon 2.25@ 3.10 WD hi ctecvesveeudsaccs 155@ 6.00 SU avccactonanennanes 2.25@ 2.75 


OIL ORRIS ROOT LIQUID ABSOLUTE 
ORRIS CONCRETE 
ORRIS OLEORESIN (Resinoid) 


Experience demonstrates that none of the substitutes for Orris 
is wholly satisfactory in giving the characteristic Orris note. 
It is therefore fortunate that these well known Bush specialties 


are now readily available. 


W. J. BUSH & CO,, Inc. 


ESSENTIAL OILS ... AROMATIC CHEMICALS . . . NATURAL FLORAL PRODUCTS 


We have moved to larger offices at 
19 WEST 44TH STREET, NEW YORK 18, N. Y. » Murray Hill 7-5712 


LINDEN, N. J. NATIONAL CITY, CAL. 
LONDON MITCHAM WIDNES 
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. Thickening Agent? 





NEED AN ABSOLUTELY 


WEI oe: C/ 
// 


Plasticizer e Emulsifier 
Suspending, 


Whittaker 
WHITE ITALIAN 
BENTONITE U.S.P. 


has an absolutely white nat- 

ural color and an exceed- 

ingly low ferrous content. 
High Plasticity ¢ High and Low Gel 


Obtainable only from 


Whittaker The Talc House” 


Send for sample @ no obligation 


OTHER WHITTAKER PRODUCTS 


Thomasset Certified Cosmetic Colors 
Stearates @ Talcs © Pumice 
Also, "Volclay” (Domestic Bentonite) 







260 West Broadway 





New York 13, N. Y 














LABELS 
TAGS & 
PACKAGES 


54 WEST 147H STREET, NEW YORK Il, NEW YORK 
TEL: OR.5-0228 


Aromatic Chemicals 
FOR PERFUMERY AND FLAVORS 


Iso Propyl Quinoline e¢ Isobutyl Quinoline 
Ethyl Anthranilate e Butyl Anthranilate 


Skatol 
Linalyl Anthranilate e  Linalyl Ilsobutyrate 


EAIRN co., NT . 


600 Ferry Street Newark 5, N. J. 
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Sweet birch Southern .... 2.25@ 3.00 CR iin tiinncastns 15.75@ 16.50 Ethyl Cinnamate ........ 2.45@ 2.80 
Northern ......000ceee- 490@ 7.50 C 14 (Peach so-called) 6.85@ 7.50 Ethyl Formate .......... 20@ 280 
EL ccatpavesdeweden 8.60@ 9.00 C 16 (Strawberry Ethyl Propionate ........ 2@ 1.00 

— i bp cul.cseuneee _— —_ ; —— a eae 6.25@ .70 Ethyl Salicylate ......... 100@ 1.50 
2 ME wes eeeeeeeeeenes 2.39@ 80 Amyl Acetate ........... .60@ a Ethyl Vanillin .......... 7.30@ 7.40 

Valarian, extra .......... 75.00@ 88.00 Amyl Butyrate .......... 1.00@ 1.25 Eucalyseel names eas auewas 2.75@ 3.25 

Vetivert— Amylcinnamic Aldehyde . 2.20@ 2.40 I ewe dcadcccacedes 3.50@ 4.00 
MED :ickheKaenescaes 22.00@ 25.00 Amyl Formate ........... 1.00@ 1.25 Geranoil, dom, .......... 240@ 3.50 
FAVE wcccccccccccccsece 30.00@ 35.00 Amyl Phenylacetate ..... 3.75@ 4.10 Geranyl Acetate ........ 3.75@ 4.25 
Bourbon ............. 27.00@ 32.50 Amyl Propionate ........ 1.25@ 1.60 Geranyl Butyrate ........ 6.30@ 6.65 

Wintergreen, Southern ... 3.35@ 15.00 Amyl Salicylate ......... 100@ 1.25 Geranyl Formate ........ 6.35@ 6.60 
Northern ............ 6.00@ 13.50 Amyl Valerinate ........ 2.00@ 2.50 Guaiac Wood Acetate .... 4.65@ 5.00 

Wormseed  .......000000: 7.50@ 8.00 BE ded ditcedevivees 140@ 1.60 Heliotropin, dom, ....... 3.50@ 3.90 

Wormwood ............ 6.75@ 7.00 Anisic Aldehyde ......... 2.70@ 2.90 Hydrotropic Aldehyde ... 6.30@ 6.85 

Ylang Ylang, Bourbon ... 20.00@ 25.00 Anisyl Acetate .......... 5.85@ 6.00 Hydroxycitronellal ..... . 940@ 10.00 
Haitian ......+..+--++. 12.85 Nom’l Benzyl Acetate .......... Se BR Riis Be a nksisesencc: 20.00@ 22.00 

z bra re : Benzyl Alcohol ......... .18@ 85 DOD ac cedendssncencees 8.75@ 11.25 
TERPENELESS OILS Benzyl Butyrate ........ 2.00@ 2.35 rere 7.50@ 10.00 

Bay 2.20@ 2.90 Benzyl Cinnamate Beta ae 3.30@ 3.60 DONE ca ncsncaceous 165@ 1,80 

Bergamot Rr Se oe eae 21.504 23.00 Benzyl Formate ......... 2.000 = 2.30 [so-butyl Acetate ....... 85@ 1.50 

Grapefruit pennennnanananen ~y** Say > Benzophenone .......... 1.75@ 2.00 Iso-butyl Benzoate ....... 110@ = 1.50 

—-.... peaeees a 11.00@ 15.00 Benzyl-Iso-Eugenol ... .. 9.75@ 10,00 Iso-butyl Salicylate ...... 2.15@ 3.00 

Cc : iy Benzyl Propionate ...... 160@ 2.20 SOME cdc ccccnsevces 4.65@ 4,90 
GEG cocccccceecocccece 50.00@ 52.00 B l S lic l of > oe 9 7) 

; enzyl Salicylate ....... 1.90% 2.10 Pe dcdccceccaadsas 2.10@ 2.80 

Lime, OEe cccccccccccceces 80.00@ 90.00 Benzvlid Acet 2 00@ i Linalool 7.10@ 7.85 
SRNR 60.00@ 62.00 8 yi ene Acetone .... oo <.19 7 OOR ccccccecs OS ela (10 a (00 

Gunes awet ........... 135.00@ 170.00 PINES cecncctiacens 5-15@ 6.35 inalyl, Acetate 90% .... 6.85@ 7.05 

Peppermint ........0c... 1500@ 15.25 Butyl Acetate, normal ... .19 4G 20% TOYo wc eee eceeceeeeecee 4.85@ 5.10 

PUMNENIED .0css.0..0cco. 550@ 64° Cinnamic pS eee 3.10@ 3.75 Linalyl Formate peececked 13.05@ 13.85 

Spearmint "" 1135@ 12.00 Caen —- aebace a oa ee eudeous TL a 

ee ene Pa = Cinnamyl Acetate ....... 3.75@ 4.5 REE. cacddedemnueswes 9.90@ 10.50 
DE rf "ES AN *HEMICALS GR Mi Es eentcacencsc 8.00@ 8.50 Methyl Acetophenone ... 150@ 1.90 

VASES AS Cee CI cicncdddedscees 3.85@ 4.35 Methyl Anthranilate ..... 2.60@ 3.40 

Acetaldehyde 50% ....... 2.15@ 2.50 Citronellyl Acetate ...... 4.95@ 5.20 Methyl Benzoate ..... .-. 60@ 1.00 

yo ras pewenecedas 1.60@ 1.80 Citronellyl Butyrate ..... 6.50@ 6.85 oe nan weeweus 1.75% 2.25 

po Ee rere re 2.00@ 2.35 CE nivaa cence dee ca 2.95@ 3.50 Methyl Heptenone ....... 7.15@ 8.00 
_ re 12.60@ 14.00 Cones Sears eenen 5.90@ 6.35 Methyl Heptine Carbonate 45.00@ 60.00 
ee <tcwhaseaksnaeuees 2.00@ 2.30 Jiethylphthalate ........ 50@ 55 Methyl Naphthyl Ketone 4.75 Nom’l 
ee Sera ayeankacse .. 13.60@ 14.50 Dimethyl Anthranilate ... 5.75@ 6.00 Methyl Phenylacetate .... 1.20@ 1.85 

oa - be Paangsbovesaecrel aa a a Methane ....... > — a ee beacuves - 7 ; = 

Aldehyde © 6 .......eeee OG J thyl Acetate .........++. JIG “ Musk Ambrette ....... - %00@  2./ 
See bth kanedesie decwen 17.10@ 17.30 Ethyl Benzoate .......... 85@ 90 MN idicdecceswende 5.35@ 5.60 
Sey citwervasweckands 8.35@ 8.60 Ethyl Butyrate ......... 804 95 PD Veivastcesssedes 165@ 1.90 
Gee “svabeusdacketacus 18.60@ 20.00 Ethyl Caprenate ......... 2.20@ 3.15 Neroline (ethyl ether) ... 2.50@ 2.80 














BENJ. FRENCH, INC. 


Essen tial O; l, _Atunalle Clunteals 





DESCOLLONGES 
PRODUCTS 





MUGUET FLEURS A 


The perfect synthesis of the 
exquisite Lily of the Valley 


perfume. 





160 FIFTH AVENUE NEW YORK 10, NEW YORK 
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for UNIFORM PURITY | 
>, UNIFORM TEXTURE 
\ UNIFORM WHITENESS 


AVALLA, ine. 163 West 181m Sreery, NEW YORK, i, HY. 













Experimental data and prac- 
tical manufacturing experience of nearly 
100 years’ specialization in beeswax and beeswax 
compounds are at your service without cost or 
obligation. Write about your beeswax problems to 
WILL & BAUMER CANDLE CO., INC., Syracuse, 
N. Y. Est. 1855 


Spermaceti—Ceresine—Red Oil—Yellow Beeswax —Composition 
Waxes — Stearic Acid — Hydistear 





















CONSOLIDATED 
Established 1858 FRUIT JAR CO. 


NEW BRUNSWICK, NEW JERSEY 



















SHEET METAL GOODS : SPOUTS : SPRINKLER TOPS : DOSE CAPS 


No Selling Talk — Just Lots of 
Room for Your Name 





THE AMERICAN PERFUMER, 48 West 38th Street, New York 18, N. Y. 


Send THE AMERICAN PERFUMER to me for one full year for just $3.00. 
(Add $2 yearly postage outside of U. S., Canada & South America) 
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wae: mee mee 


Paracresyl Acetate ....... 2.20@ 
Paracresyl Methyl Ether . 2.50@ 
Paracresyl Phenyl-acetate . 4.75@ 
Phenylacetaldehyde 50% . 2.75@ 

DUE Akv eke naveneeaecns 4.104 
Phenylacetic Acid ....... 1.65@ 
Phenylethyl Acetate ..... 2.00@ 
Phenylethyl Alcohol ..... 1.75@ 
Phenylethyl Butyrate .... 4.20@ 
Phenylethyl Propionate .. 3.40@ 
Phenylethyl Salicylate ... 4.35@ 
Phenylethyl Valerianate 5.70@ 
Phenylpropyl Acetate 3.50@ 
DE cccduvcedasceseees 1.25a 
eaeen Ge hs (GD i ccceccs 2.65@ 
Styrolyl Acetate ......... 1.90@ 
Vanillin (clove oil) 5.004 

EE ee 3.004 

RE reece ree 3.00@ 
Vetiver Acetate .......... 47.50@ 
Violet Ketone Alpha ..... 9.10@ 


Yara Yara (Methyl ether) 2.25@ 


ead 


BEANS 

Tonka Beans Surinam ... 1.00@ 
Mh vcaievcuvedec 1.75@ 
Vanilla Beans 

I ec tced wvea di 2.904 
Mexican, whole ......... 5.35@ 
SS GEE Saweesedéeue 4.75@ 
WEE “cevhiaweseevecess 2.50@ 


SUNDRIES AND DRUGS 


NN ence wawewhae 104@ 
Ambergris, ounce ........ 8.00@ 
Balsam, Copaiba ........ 1.50@ 

a 2.10@ 
Beeswax, bleached, pure 

My MM Aenivetedwcnine 80@ 
Yellow, refined .......... .3@ 
Bismuth, subnitrate ...... 2.65@ 


Borax, crystals, carlot ton 61.25@ 


Sint ANeBon 
SSSSssRraannssa 


Ue & RN eH Ow 


wisctooin 
S 


1.50 


a 
— 
> 


2.50 
5.50 
5.05 
3.05 
50.00 
10.25 
2.80 


— 
coh 
oo 


NUD w 
coe S ee 
Sssa 


14 
17.50 
1.70 
2.50 


82 
15 


81.25 


Boric Acid, U. S. P., ton 129.00@ 
Calcium, Phosphate ..... 08@ 

Phosphate, tri-basic .... .0654@ 
Camphor, pwd., domestic.  .60G 
Castoreum, nat., cans .... 7.10@ 
Catal, BONEN ccckccdcccs 1.50@ 
Chalk, precip, bags, clts .. .0274@ 
Cherry Laurel Water, jug, 

OE. havciniiedas ceases 1.25 
CONUS. BOR. ociccscvcices. AEG 
CAVE OUMNERc cncwececdve 4,25@ 
Cocoa, butter, bulk ...... 55@ 
Cyclohexanol (Hexalin) . .30G 
Dextrine, white, ewt. .... 8.19@ 
Fuller’s Earth, Mines ton . 27.00@ 
Clreerin, C.F . ..cceccees HOG 
Soap lye, crude .......... 38@ 
Gum Arabic, pwd, ...... 21@ 

ME arse wap tkdccecss 16444 
Gum Benzoin, Siam ...... 3.50@ 

PS Cranteeccbacsws 404 
Gum Galbanum ......... 80@ 
GO BEE dcccsccccnnes .30@ 
ee 25@ 
IN ag Gdudaneedeewewe 05@ 
PE, ddideceecascues 5.00@ 
Lanolin, hydrous ........ 34@ 

RD. dani ecees 364 
Magnesium, carbonate ... .114@ 

ME cascecanxeadnes A2@ 
ee GUD a. 0500s Kens 40.00@ 
Olibanum, tears ......... .20@ 

DE Can tabecaneewes 16@ 
Orange Flower Water, 

O° EEE Ser 1.75@ 
Orris Root, Italian ...... .20@ 
DRE oc uate an haedud 06344 
Peroxide (hydrogen U, S. P.) 

NN dene awadenwckdeute.2 035%4@ 
Petrolatum, white ....... .0634@ 
CE UE auwrcbavceces .5@ 
OR rrr e 18@ 
Rose flowers, pale ....... A0@ 
Rose Water, jug (gal.) ... 1.50@ 





133.50 
0854 
07% 

62 
15.00 
1.55 


03 


Nom’! 
294% 
12.00 
56% 

32 
8.34 
30.00 
55% 
38% 
22 
17 
3.85 
42 
95 
37 
27 
07 
7.00 
35 
38 
14 
44 
50.00 
29 
18 


2.25 
26 
07% 


05 
083 
1.25 
22 
48 
2.00 


Rosin, M. per ewt. ...... 10.00@ 
Salicylic Acid .......... A2@ 
ST TURE i ueesecens 2.45@ 
Silicate, 40°, drums, works, 

WE EN acc canceads 1.10@ 


Sodium Carb. 


58% light, 100 pounds . 1.60@ 
Hydroxide, 76% solid, 

100 pounds ......... 3.35@ 
IIE ana vevadsawcac 34@ 
DO cieivcdeverseceaus 1.50@ 
Tartaric Acid ........... 39%@ 
Tragacanth, No. 1 ....... 3.75@ 
Triethanolamine ........ .264@ 
Violet Flowers ......... . wae 
Zinc stearate, U.S.P. ..... A1@ 

GRIGG AGE e eawaccice 194@ 


OILS AND FATS 
Castor, refined, drums ... .3544@ 
Coconut, crude, Atlantic 
GbE, GHEE ‘6 v0sceee0c de 1@ 
Double distilled, drums .2034@ 
Corn, crude, Midwest, 
WEEE 6 bcd ncdeadad: 15\4@ 
Corn Oil, refined, tanks .. .2044@ 


Cottonseed, crude tanks . .144@ 
Grease, white ........... 0954 @ 
Lard, Chicago .......... 17%@ 
Lard, Oil, common, 

I eer 134%4@ 
Olive, edible (gal.) ...... 2.40@ 
Peanut, crude tanks ..... 16444 
Peanut, refined tanks .... .1944@ 
Red Oil, single distilled 

Ge indaedss dececee 4 154@ 
Double distilled ........ 1744@ 
Stearic Acid 

Triple Pressed ........ 17@ 

Double Pressed ....... 144,@ 
Tallow, acidless, drums . 14@ 


Tallow, extra 





15 
2.50 
16%, 
20 


16 
19 


18%, 

16 
16% 
09% 
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Use 


NORTHWESTERN 
ETHYL BUTYRATE 


when this ester is called for in your formulae. 


For many years more than half of the Ethyl 


THE 


INCORPORATED 


Butyrate sold in this country has been man- 


ufactured by us — proof of the fine quality 


1882 


of our product. 


LARGEST MAKERS OF BUTYRIC 


The NORTHWESTERN CHEMICAL CO. 


WEST CHICAGO, 


ETHER 


iN. THE 


WORLD 


ILLINOIS 
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CLASSIFIED ADVERTISEMENTS 


Rates per line, per insertion: Business Opportunities, $1.00; Situations Wanted 


and Help Wanted, 50c. Please send check with copy. 


BUSINESS OPPORTUNITIES 


WANTED: Cancelled-unshipped-rejected or overstocked chemi- 
cals, drugs, solvents, pharmaceuticals, oils, pigments. ete. CHEM- 
ICAL SERVICE CORPORATION, 80-08 Beaver St. New York 
5. N.Y., HAnover 2-6970. 


EXCEPTIONAL OPPORTUNITY: Complete stock of Perfumery 
Concern with recognized trade name. Post Office Box 2041, Pater- 
son, New Jersey 


FOR SALE 


FOR SALE: 1-Pneumatic Scale Packaging Line, including tite 
wrap machine, 30/min. capacity; 2-Lee 400 gal. S/S Kettles, 100# 
jkt. pressure; 1-Lee 150 gal. agit. S/S Kettle, 100# jkt. pressure; 
29-S/S clad, open Kettles, 30, 40, 60, 75 and 80 gal. capacities, 
40 jkt. pressure; 8-Standard Knapp, Ceco & ABC Gluer- 
Sealers & Compression units; 5-Double spiral Ribbon Mixers, 
1200, & 18004 capacities; 1-Munson Rotary Dry Batch Mixer, 
2000 capacity; 1-Shriver 24” & 1-Sperry 30” Aluminum Filter 
Presses; 4-Day #71, S/S Roball Sifters; Dopp 350 and 650 gal. 
Open jkt, Kettles; Empire State Para Block Press; Stokes 


79-80 Tube Filler & Closer; Stokes DD & RD Rotary and 
Colton 3DT & #4-44 Single Punch Tablet Machines; 1-Fitzpatrick 


S/S Model D Comminutor; NJ Pony Labelrites; 50-Aluminum 
Storage Tanks including 800, 600, 250, & 200 gal. capacities. Only 
a partial list. Send us your inquiries. Consolidated Products Co., 
Inc., 14-15 Park Row, New York 38, New York. Phone: BArclay 
7-0600. 





SITUATIONS WANTED 





COSMETIC CHEMIST: 15 years of experience. Unusually good 
for all kind of face and hand creams, lipsticks, lotions, etc. Ex- 
cellent for a high class line. University graduate. Write Box 


2897, The American Perfumer, 48 West 38th St.. New York 18, 
New York. 


HELP WANTED 
PERFUMER-CHEMIST 

Perfume and cosmetic manufacturer with large domestic and 
foreign trade requires experienced, creative perfumer of un- 
questioned integrity. Assume full charge of small staff, Detailed 
resume in strictest confidence. Our employees know of this ad. 
Salary $8000 to $12,000 to start. Write Box 2928, The American 
Perfumer, 48 West 38th St., New York 18, N. Y. 


Two important and internationally known European manufac- 
turers of lipstick-cases and metal-caps for perfume bottles want an 
experienced sales-man with an established following among the 
perfume and cosmetic houses. Write to Box 2927, The American 


Perfumer, 48 West 38th St. New York 18, N. Y. 


EXPERIENCED COSMETIC COMPOUNDER 

Knowledge of cosmetics formulating and testing desired. Op- 
portunities for advancement. Large well-known company. Write 
sending complete resume including education, experience and 
salary requirements. Information will be kept in strict confidence. 
Write, Box 2929, The American Perfumer, 48 West 38th St., New 
York 18, N. Y. 
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STATEMENT REQUIRED BY THE ACT OF AUGUST 24, 1912, as amended 
by the acts of March 3, 1933, and July 2, 1946 (Title 39, United States Code, 
233) showing the ownership, management, and circulation of THe AMERI- 


section 
CAN PERFUMER AND EssENTIAL O1t Revrew, published monthly at Bristol, Conn, 
for October 1, 1951 





1. The names and addresses of the publisher, editor, managing editor, and 
business managers are: Publisher, J. H. Moore, 48 West 38th St., New York 18, 
N.Y. Editor, William Lambert, 48 West 38th St., New York 18, N.Y 
Wright, 48 West 38th St., 


Managing 


editor, None. Business manager, Harland J New York 
18, N.Y. 


2 (If owned by a corporation, its name and address must be 


The owner is 
stated and also immediately thereunder the names and addresses of stockholders 
owning or holding 1 percent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual owners must be given. If 
owned by a partnership or other unincorporated firm, its name and address, as 
well as that of each individual member, must be given.) Moore Publishing Co., 
Inc., 48 West 38th St., New York 18, N.Y.; J. H. Moore, 48 West 38th St., New 
York 18, N.Y. (Majority and controlling stockholder) ; J. H. Moore, Jr., 48 West 
38th St., New York 18, N.Y.; Gertrude A. Moore, Indian Head Point Road, River- 
side, Conn.: H. O. Andrew, 48 West 38th St., New York 18, N.Y.; M. M. Mac- 


Collum, 48 West 38th St., New York 18, N.Y. 


3. The known bondholders, mortgagees, and other security holders owning or 
holding 1 percent or more of total amount of bonds, mortgages, or other securities 


are: (If there are none, so state.) None 


4. Paragraphs 2 and 3 include, in cases where the stockholder or security 
holder appears upon the books of the company as trustee or in any other 
fiduciary relation, the name of the person or corporation for whom such trustee 
also the statements in the two paragraphs show the affiant’s full 
knowledge and belief as to the circumstances and under which 
stockholders and security holders who do not appear upon the books of the 
company as trustees, hold stock and securities in a capacity other than that 


is acting; 
conditions 


of a bona fide owner. 


5. The average number of copies of each issue of this publication sold or 
distributed, through the mails or otherwise, to paid subscribers during the 12 
months preceding the date shown above was: (This information is required from 
daily, weekly, semiweekly, and triweekly newspapers only.) 

J. H. MOORE 
(Signature of publisher) 
Sworn to and subscribed before me this 27th day of September, 1951. 
[sea] ANNA L. 
(My commission expires March 30, 1953) 


Something to Sell? 


A few words in the Classified section of 
AMERICAN PERFUMER will be seen by 
your prospective buyers when they are 
ready to buy. 


HARTMANN. 


Try this inexpensive way to get your mes- 
sage to the whole Perfumer market. . . 


Here’s my message 


(address) 








The American Perfumer 





mmm Eh 


“L’ART de la PARFUMERIE par EXCELLENCE” 


DR. JEAN JACQUES MARTINAT 


PERFUMER-CHEMIST CONSULTANT 


Perfumes 

Cosmetics Creations of Highly Original Perfumes 
Toilet Articles Duplications of Most Difficult Fragrances 
Soaps Unique Kind of Professional Services. 
Flavors. 

333 WEST 52ND STREET, NEW YORK 19, N. Y. 


TEL. PLAZA 7-3861 


Kindly Inquire 


OUR CHEMICAL CONSULTANTS CAN HELP YOU 


In Cosmetic Formulation and improvement 


We likewise serve in Packaging Problems . . . Perme- 
ability and Dermatological studies . . . Organoleptic Panel 
Tests on Taste, Odor, Flavor Evaluation. 


Write Today FOSTER D. SNELL .ww- 
for Booklet No. 3 RESEARCH LABORATORIES 
29 W115 St. New York II.NY 
“The Chemical ee 


Consultant and ATT AI) 
alana can 43 


LEBERCO LABORATORIES 


Irritation Studies—Sensitivity Tests 

Toxicity and Safety Tests on 

Shampoos—Cold Wave Lotions—All Cosmetics 
Pharmaceutical and Cosmetic Research 

Hormone Assays—Bacteriological Studies 


127 HAWTHORNE ST., ROSELLE PARK, N. J. 











ALBERT B. PACINI, Sc.D. 
Cosmetic Consultant 
Processes Products 
208 N. Maple Ave., East Orange, N. J. 
Tel.: ORANGE 2-7806 


Bo Prytz, Ph.D. 
Consultant 


Enzymes, analysis, pharmaceuticals, 
drugs and cosmetics 
Cold Spring Harbor, L. |., N. Y. 
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FIFTH AVENUE 
PROTECTIVE ASSOCIATION 


142 Lexington Ave. Our Own Building 


New York 16, N. Y. 


46 Years of “RESULT PRODUCING" Service 
Proves Our Worth. The “TRADES” Recognized 
CREDIT and COLLECTION AGENCY. 


“TRAVELING ADJUSTORS == RESULTS” 





GEORGE W. PEGG Ph. C. 


Consulting Chemist 
MEDICINALS COSMETICS 
Specializing in Labeling and Advertising 
te meet Federal and State Regulations 
Appointments promptly arranged 


57 Fourth Ave. Telephone ORange 5-9007 East Orange, N. J. 





THE FUNDAMENTALS 
OF DETERGENCY 


by William W. Niven Jr. 


Midwest Research Institute 
1950 * 260 pages * illustrated * $6.50 


A complete treatment of the theory and practical 
applications of detergents. For an understanding 


of chemical formulation of modern detergents . . . 


Order now for Immediate Delivery 
THE AMERICAN PERFUMER 


48 West 38th St. New York 18, N. Y. 





JOHN HORN 835-839 TENTH AVE., NEW YORK 19, N.Y. 


DIE STAMPING ENGRAVING 


Telephone: * 
COLUMBUS 5-5600 


EMBOSSING 
Cable Address 
HORNLABELS NEW YORK 
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Alsop Engineering Co, ............. _ 
American Cholesterol Products, Inc. 386 
Aromatic Products, Inc. .......... - 


Se! A a ere 372 

Association of American Soap & Glyc- 
erine Producers, Inc. ........... — 

Avon Products, Inc. ......eccicccecs 326 


Berjé Chemical Products, Inc. .... — 


ee See ee - 
Bridgeport Metal Goods Mfg. Co, ... — 
Oe eee Oe, Ae eee 313, 393 


Bush Aromatics Division of The Dow 
Chemical Co. ...... Inside Back Cover 


California Fruit Growers Exchange . 317 


DR... ckauieswn ae Save eaeee 366 
Cameo Die & Label Co. ........... 394 
Camilli, Albert & Laloue, Inc. ..... 400 


Carbide and Carbon Chemical Divi- 
sion, Union Carbide and Carbon 
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Carr-Lowrey Glass Co. ...........0. 331 
Ms ca viene cove deel 396 
Chiris Co., Inc., Antoine ............ 328 
Classified Advertisements .......... 398 
Consolidated Fruit Jar Co. ......... 396 
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DeLaire Division of Dodge & Olcott 370 
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Fairmont Chemical Co., Inc. ...... 394 


Felton Chemical Co., Inc. .......... 318 
Firmenich & Co, .......... Back Cover 
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Florasynth Laboratories, Inc. ...... — 
French, Benjamin, Inc, ............ 395 
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Insert between 328-329 






















BROOM 
CARNATION 


CLARY SAGE 
CELERY 
CIVET 100% 


JASMIN 


Jasmin 


14 E. 48th St., New York 
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INDEX TO 


Grasse, France 





CASSIE ANCIENNE 


EAU DE BROUTS 
IMMORTELLE (Everlasting) 


JASMIN BENZOL 
JASMIN POMMADES 


Above Natural Perfumers’ Materials Stocked by Our American 


IE Kikcisasniemasinesaces — 
Goldschmidt Corp., The ........... 327 
Gunning & Gunning, Inc. ........... -- 
Ne re . 
Hamea Plantations .........00ce000+ -- 
Hazel-Atlas Glass Co. ............ 
Heyden Chemical Corp. ............ 362 
NER oh cn cae nade stows sous 399 
Industrial Aromatic Co., Inc, ....... -- 


International Wax Refining Corp... — 
Se ee ee ere eer ee - 


Jermac Products Co, occ sicccsvccscre -- 


Katz, Dr. Alexander & Co., Div. of 


EE Fis isp dicsesaeens ans 332 
Kenbury Glass Works ............. -- 
Kolar Laboratories, Inc. ............ — 
Rinker Mig. Co., The .....cc00000' — 
ES EY a ee ee a 392 
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OE ee re -- 
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PEE Win 554.650. 60:440040604080%08 — 
Martinat, Jean Jacques, Dr, ........ 399 


Maryland Glass Corp. .. Facing page 328 


Naugatuck Aromatics ............0+: 316 
Neumann Buslee & Wolfe, Inc. ...... 390 
New York Aromatics Corp. ........ — 
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DOE ca be ce acwcd een bieeae eens « 334 


Northwestern Chemical Co., The ... 397 


Orbis Products Corp. .........0s00. — 
Owens-Illinois Glass Co. .......... — 


CAMILLI, ALBERT & LALOUE, S.A. 


Established 1830 


MAXIMAROME 


ABSOLUTES 
JASMIN CHASSIS 





JASMIN: ITALIAN OAKMOSS 
JONQUIL OAKMOSS Colorless 
LAVENDER ORANGE 
LAVENDER Colorless 

LIATRIX ORRIS 

MATE ROSE DE MAI 
MELLILOT STYRAX 
MIGNONETTE TUBEROSE 

MIMOSA VIOLET Leaves 


NARCISSUS MOUNTAINS YLAND 


Affiliate 


CAMILLI, ALBERT & LALOUE, INC. 


ADVERTISERS 


NARCISSUS PLAINS 


ORANGE FLOWER WATER 


Pantone Press 
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Peerless Tube Co. ....Facing page 329 
sk ES Serer 336 
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SPUMOMMNINS CORR. occ ccscsvcesesesea 378 
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Plaza 3-6070 
Cable address: Maximarome 
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An Aromatic of Growing Interest 


C:64 


~»o TO WEAVE RICH PATTERNS IN FRAGRANCE! 





Since its introduction as a Dow Aromatic Specialty, C-64® has successfully found its 
place in the perfume formulas of many manufacturers of Toilet Soaps, 
Cosmetics and Perfumery. C-64 also finds valuable applications in other industries where its 
ability to mask unpleasant product odors has paid big dividends to its users. 
C-64 is a powerful aromatic possessing a minty-camphorous odor suggestive of Patchouli. 
It is a very stable crystalline material which dissolves in all essential oils and 
alcohol, even when diluted. Write to us on your company letterhead for a working sample 


and further information. Address your inquiry to Bush Aromatics, Dept. AR 9. 


| BUSH AROMATICS 


DIVISION OF THE DOW CHEMICAL COMPANY 


629 Grove Street, Jersey City 2, New Jersey 





Exclusive soles representative for SYNAROME in the United States, Conade and Cuba, 





| 
i 
a 


res 


Because of 
its unique strength 
and character, 


"finds wide application in strengthening 
and enriching the most varied floral notes. 
It is a remarkable reproduction of the heavy 
overpowering odor of the tuberose flower. 
It possesses a natural character based upon new 
substances isolated in our research laboratories 
from products extracted by enfleurage and 


of which a synthesis has been realized. 


<cCSeS Se 


Sets 


FIRMENICH INCORPORATED 
250 WEST 18th ST., NEW YORK 11 


CHICAGO OFFICE: 612 NORTH MICHIGAN AVENUE 
FIRMENICH OF CANADA LTD., 348 WALLACE AVENUE, TORONTO 
GENEVA, SWITZERLAND... PARIS, FRANCE... LONDON, ENGLAND 








